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Rough Proofs 


The models arrested at that illustra- 
tors’ party for appearing in the nude 
were dismissed in court because they 
were working as actors. All the 
mode!s would admit was that they 
were acting natural. 


, 


The court which dismissed the 
nudies might have caused a sensa- 
tion by merely quoting the slogan of 
the liberals, “Honi soit qui mal y 
pense,” a free interpretation of which 
is, “If you don’t like it, you can go 
jump in the ocean.” 


7 3 


The general public got a bit of 
news out of the illustrators’ celebra- 
tion by noting that Rube Goldberg is 
listed as an artist. Most people had 
labeled him a leading inventor of 
gadgets. 
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The trouble with cops who raid 
shows where nude models are posing 
is that they lack the pure and inno- 
cent outlook on life steadfastly main- 
tained by artists and art directors. 
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The best way to give a men’s 
gathering a bad name is to label it a 
stag. But most affairs of this kind 
are about as exciting as the monthly 
meeting of the ladies’ aid society. 


vvy 


If the example of GMAC in reduc- 
ing the charges for financing time 
payments on automobiles is generally 
followed, it’s going to make being in 
debt a lot more comfortable than it 
has ever been before. 
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It may not be good policy for the 
fruit growers to be so insistent that 
orange juice is good for children. 
Under compulsion, the little darlings 
are as likely as not to bracket it with 
spinach. 
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Umpire Moriarty says he’ll never 
officiate in another world’s series. 
His announcement on the subject 
seems to make it unanimous, 
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Whisky advertisers have intimated 
to the FAA that they need a little 
poetic license in writing their copy. 
It was a poet, ior instance, who cre- 
ated the famous slogan, “The whisky 
without a headache.” 
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Editor & Publisher says that news- 
papers have proved themselves in- 
dispensable to distillers. But you’ve 
got to admit that distillers have 
proved just a bit helpful to news- 
papers, too. 

S ¢ 2? 


Fred Allen’s amateur show last 
week included a rooster which crowed 
on command. Hope he proves to be 
the cock which crew at morn and 
waked the advertiser all forlorn. 
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Apropos of John Benson’s remark 
that no sane woman would expect to 
keep or retain youthful charm by 
using a soap, E. H. P. remarks that 
he thought everybody knew that men 
prefer their women just a little loony. 
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Those ads of J. & P. Coats, the 
thread people, telling about all the 
buttons that pop off, may not work 
out so well. They may merely inspire 
some inventor to bring out a thread- 
less, non-pop-offable button. 


Cory Cus. 


FREE BEAUTY VERSE 


little leas big business 
and ‘a little more men 
when beauty enters 


ELIZABETH ARDEN © 70 E. Walton Place * Sup. 6952 


Os ze 


Unusual newspaper copy for Elizabeth 
Arden, telling how to soften the boss’ 
hard heart. 


MARY PICKFORD 
TO STAR ON IC 
RADIO PROGRAM 


Magazines Also to Be Used 
in Big Campaign 


Chicago, Nov. 14.—Mary Pickford 
has been selected as headliner on the 
radio program of the National Asso- 
ciation of Ice Industries, it was an- 
nounced at the organization’s 18th 
annual meeting at the Hotel Sher- 
man this week. Magazines will also 
be used in the $500,000 advertising 
effort, which, beginning about Feb. 1, 
will seek to convince housekeepers 
that “cold alone is not enough,” and 
that “your new refrigerator should 
be air-conditioned.” 

W. L. Chesman, vice-president of 
Donahue & Coe, New York, outlined 
the radio-magazine campaign with 
the aid of numerous implements pro- 
vided by the National Broadcasting 
Company and Metro-Goldwyn-Mayer. 
The idea of making radio the major 
medium, he explained, originated 
with R. C. Suhr, of Cleveland, chair- 
man of the National Ice Advertising 
Committee, and was endorsed by the 
agency, which was selected in com- 
petition with 22 other advertising 
organizations. 


Speakers Hit Administration 


The exposition of the advertising 
followed addresses by Mr. Suhr and 
W. J. Rushton, of Birmingham, Ala., 
vice-president of the National Asso- 
ciation of Ice Industries, in which 
the latter berated the powers at 
Washington for their efforts to pro- 
mote electrical refrigeration through 
the TVA and FHA. The national 
advertising, already financed for six 
months, and planned as a long-time 
effort, is the ice industry’s answer 


(Continued on Page 42, Col. 1) 


SAYS ROUMANIAN 
QUEEN SOUGHT AD 
FORTUNE IN ‘26 


Ted Husing Tells Story of 
Royal Typewriter Affair 


New York, Nov. 14.—Was the visit 
of Queen Marie of Roumania to this 
country in October, 1926, an expres- 
sion of her love for, and interest in, 
the American people, or was the 
royal excursion simply a pleasure 
junket with the side objective of 
raiding the coffers of American ad- 
vertisers? 

Ted Husing, in his new _ book, 
“Ten Years Before the Mike,” pub- 
lished by Farrar & Rinehart, de- 
clares flatly for the second premise, 
asserting that Her Royal Highness, 
or her agents, not only defrayed 
the expenses of the trip for the 
royal party by patronizing the 
steamship lines, hotels, transporta- 
tion companies and other businesses 
which appreciated the “advertising” 
value of the august custom but that 
she sought to salt away a little cash 
besides. 

The story of Queen Marie’s dicker 
with Royal Typewriter Company, as 
told by Mr. Husing in the chapter, 
“Her Mercenary Majesty,” is briefly 
this: 

Shortly before Her Majesty’s ar- 
rival in America, an agent for 
Exclusive Attractions, Inc., which 
included among its clients Loie Full- 
er, the dancer, called on Sturges 
Dorrance, of Dorrance, Sullivan & 
Co., to ask if he would be interested 
in hiring Queen Marie for a broad- 
cast under the sponsorship of Royal 
Typewriter Company. 

Mr. Dorrance was interested, it is 
said, and, after long negotiations 
with the theatrical agency and Miss 
Fuller, the Queen’s friend and Amer- 
ican representative, it was agreed 
the royal personage would make a 

(Continued on Page 39, Col. 4) 


$7,500 Drive Sells 
All of Closed Bank’s 
Real Estate Holdings 


U.S. Comptroller Plans to Use Similar Methods 
In Other Cities 


Cuban Government 
To Test Merits of 
Cigar Advertising 


New York, Nov. 14.—The first copy 
in the first successfully projected co- 
operative cigar campaign in this coun- 
try will appear in seven dailies and 
five magazines beginning next week. 
Unlike the abortive campaign 
launched by a domestic group a year 
ago, designed to increase consump- 
tion of all types of cigars, the new 
campaign promotes Cuban-made and 
Cuban-leaf cigars only and is financed 
entirely by the Cuban government 
through a bureau of the Department 
of Agriculture, the National Commis- 
sion for Propaganda and Defense of 
Havana Tobacco. The New York 
office of Maxon, Inc., is the agency. 

The Cuban tobacco growers are not 
underwriting the campaign them- 
selves, the money being raised by a 
special appropriation of state funds. 
The initial effort terminates the end 
of December, and if results are satis- 
factory, the campaign will probably 
be continued with the direct aid of 
the growers. 

Half pages and pages have been 
scheduled for Esquire, Fortune, New 
Yorker, Saturday Evening Post, and 
Time. Seven newspapers in as many 
leading cities, New York, Boston, 
Philadelphia, Chicago, Los Angeles, 
San Francisco and Washington, D. C., 
will receive three insertions of 588 
lines each. 

Different types of copy make gen- 
eral and Christmas gift appeals. An 

(Continued on Page 39, Col. 1) 


Last Minute 


News Flashes 


Gerber Products Goes to Federal Agency 
New York, Nov. 15.—Gerber Products Company, Fremont, Mich., has 
appointed Federal Advertising Agency, which is now preparing a cam- 
paign for its line of strained vegetables. 


Simmons Made Crane Advertising Manager 
Chicago, Nov. 15—H. H. Simmons has resigned as vice-president of 
Russell T. Gray, Inc., industrial advertising agency, to become advertis- 
ing manager of the Crane Company, Chicago, effective today. Russell G. 
Creviston continues as sales promotion manager of Crane Company. 


Urges Revision of Duty on Periodicals 
Chicago, Nov. 15.—The Chicago Business Papers Association today 
wired President Roosevelt urging that part of the trade agreement now 
being negotiated with Canada include a reduction or removal of the 
present heavy duty on American periodicals entering Canada. 


Amalgamated Dissolves; United to Stack-Goble 


New York, Nov. 15.—Following 


the appointment of Raymond Levy 


as advertising manager of United Distillers of America, Ltd., Chicago, 


Amalgamated Advertising Agency will suspend Nov. 30. 


The United 


account will go to Stack-Goble Advertising Agency, Chicago. 


Grobe Joins Reincke-Ellis-Younggreen & Finn 
Chicago, Nov. 15.—Alfred J. Grobe has joined Reincke-Ellis-Young- 


green & Finn as a space buyer. 
erick & Mitchell. 
agency. 


He was formerly space buyer for Fred- 
Joseph F. Brown continues as space buyer for the 


Says Wrappers Spoiled Cheese; Seeks $1,100,000 


Minneapolis, Minn., 


Nov. 15.—Blue Moon Cheese Products, 


Inc., 


Minneapolis, has filed suit in U. S. district court here against the Alumi- 
num Company of America for $1,100,000, alleging that without notice, the 
aluminum company changed the formula of aluminum foil wrappers, 
resulting in spoilage of cheese in the hands of dealers and consumers. 


Washington, D. C., Nov. 12.—J. F. 
T. O’Connor, comptroller of the cur- 
rency, is “sold” on the value of paid 
advertising in disposing of properties 
held by closed national banks now in 
liquidation, following an experiment 
in Gulfport, Miss. 

An extensive advertising campaign, 
carried on in connection with liqui- 
dation of real estate assets of the 
First National Bank of Gulfport, re- 
sulted in proceeds of $213,956 at an 
advertising cost of $7,500. A total of 
344 separate pieces of real estate was 
sold in an area where there was said 
to be no demand for property. 

As far as is known, this was the 
first instance in the more than 50 
years’ existence of the comptroller’s 
office of the Treasury Department, 
that paid advertising on a large scale 
has been used to stimulate buying of 
assets of closed national banks. As 
a result of the campaign’s success, 
similar efforts will be made in other 
cities. 

The property held by the bank 
consisted partly of city real estate, 
and partly farm acreage, most of 
which was non-productive. “We were 
told,” the comptroller said, “that it 
was impossible to sell any real estate 
in this small community as the peo- 
ple had no money and there was no 
demand for the property.” 

Advertising plans were laid through 
the efforts of an energetic real estate 
salesman, Mr. O’Connor said. 


Details of Campaign 


“He ran a half-page advertisement 
on seven consecutive days in 12 news- 
papers,” Mr, O’Connor said. “He 
advertised in the adjoining state of 
Louisiana, and in four towns and 
cities adjacent to Gulfport. Ten thou- 
sand copies of a pictorial booklet 
were circulated by hand. Ten thou- 
sand blotters were distributed. Five 
thousand cards were circulated in 
connection with a guessing contest 
on the prices which would be paid 
for certain pieces of property. Al- 
most 4,000 letters were mailed to 
those depositors who held certificates 
in the closed banks. Ninety-four 
large oil cloth signs, six by four feet, 
and six signs, 12 by four feet, were 
used, as well as 500 automobile 
stickers.” . 

A total of 17,500 lists containing a 
description of the property were dis- 
tributed. Sixty consecutive announce- 
ments were made over the local radio 
stations, and seven over a New Or- 
leans radio station. A sound truck 
travelled 1,800 miles, and was used 
to amplify sound on the day of the 
sale, 

This campaign, according to reports 
received by Comptroller O’Connor, 


Directory of Features 
Editorials 
Getting Personal 
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Information for Advertisers.35 
Photographic Review of the 
Weer OA Ga. rere -. 43 
Radio Programs of the Wee 
FROME PPONTD isco cc cscsncaeon 
Voice of the Advertiser....10 
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cost “something in excess of $7,500.” 
As for results, he said: 

“About 2,000 people gathered in the 
city park at ten o’clock on the morn- 
ing of the sale. The Parent-Teacher 
Association furnished luncheon at a 
small profit. The sale was adjourned 
an hour for dinner, and after dinner 
a crowd of approximately 5,000 people 
were present. The sale continued un- 
til 1 a. m., when the last piece of real 
estate was sold, with approximately 
600 people remaining until the very 
end of the sale. 

“The success of the sale surprised 
everyone. The bids amounted to 
$178,672, one-third of which was re- 
quired to be paid in cash and the 
balance in one or two years. In many 
instances, however, the full amount 
was paid. In addition, the buyers 
assumed the back taxes on the prop- 
erty, which amounted to a total of 
$35,284, making the entire proceeds 
of the sale $213,956.” 

The campaign had a stimulating 
psychological reaction on the whole 
region, Mr. O’Connor pointed out. 

“We did more than merely sell 
all of the real property, we recreated 
values in this little town, stimulated 
activity in real estate sales, and cre- 
ated a new psychology toward invest- 
ments,” he said. 

“No one believed it could be done. 
No one believed it was possible to 
obtain over $200,000. Yet that was 


the result. It is expected that this 
plan will be placed in operation in 
other sections of the country as soon 
as details can be arranged.” 


Cc heavelet Rxpanile 


Field Organization 


Chevrolet Motor Company has ex- 
panded its field retail organization by 
the creation of four new zone offices 
located in Seattle, Wash., Richmond, 
Va., Charleston, W. Va., and Colum- 
bia, S. C., bringing the number of 
Chevrolet zones in the United States 
up to 47. 

Ray D. Wilson has been named 
manager of the Seattle zone, and 
P. J. Maassen assistant manager. 
H. L. Beecroft and Charles H. Beck 
are manager and assistant manager, 
respectively, at Richmond, L. F. Voll- 
mer and E. H. Ackerman hold the 
corresponding posts at Charleston, 
and C. B. Asbury and E. B. Gamble 
at Columbia. 


Mahon Heads Press Group 


E. B. Mahon, publisher of the Mer- 
ritt, British Columbia, Herald, has 
been re-elected president of the Brit- 
ish Columbia & Yukon Press Associa- 
tion. 


Name Foote & Barton 


Foote & Barton, New York and Bos- 
ton, publishers’ representatives, have 
been appointed to represent Columbia 
in New England and other territory. 


TO STANDARDIZE 
MEASUREMENT OF 
TRADING AREAS 


New Book Uses Traffic Flow 
As Basic Method 


New York, Nov. 14.—Representing 
the first serious attempt of adver- 
tisers and agencies to standardize 
methods of determining basic trad- 
ing areas, a study by John Paver 
and Miller McClintock has been pub- 
lished in book form by McGraw-Hill 
Book Company. The volume, “Traf- 
fic and Trade,” is presented as “an 
introduction to the analysis of the 
relationship between the daily hab- 
itual movement of people and their 
trade activities in markets.” 

Mr. Paver is a research engineer 
and Harvard Fellow. Mr. McClin- 
tock is director of the Bureau for 
Street Traffic Research of Harvard 
University. Their research has been 
sponsored by the Association of Na- 
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“<Pappy’s shore crazy about that corn 
we got up in lowa!’’ 
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You bet your bottom dollar lowans are too! With a corn crop 
90 per cent larger than last year's, lowa 1935 farm income alone will 
be an easy half billion dollars. Bite into this juicy market through 
dominant advertising in The Des Moines Register and Tribune . . . 
daily circulation now 275,028 gives 43 per cent state coverage at 


lowest milline rates in lowa. 
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GENERAL MOTORS CARS 
HAVE OUTSTANDING VALUE 


* PONTIAC + OCLOSMOBILE - BUICK - LA SALLE - CADILLAC 
arr dutntan 


Seo de deo As eer eayr aan 


This G. M. institutional advertisement, 

used in New York papers last week, is 

almost a replica of the copy used at 
show time three years ago. 


tional Advertisers, American Asso- 
ciation of Advertising Agencies, Na- 
tional Outdoor Advertising Bureau 
and Outdoor Advertising Association 
of America. Stuart Peabody, of the 
Borden Company, served as chair- 
man of the sponsoring committee. 


Indicates New Method. 


“Initial studies strongly indicated,” 
says the preface, “that adequate 
facts would reveal that traffic pat- 
terns could be used: (1) as a basis 
for the accurate determination of 
the limits of basic or universal retail 
trading areas and of the functional 
parts of such areas; (2) for design 
of planned distribution-control meth- 
ods for selling, advertising, and 
placement of retail outlets. 

“There was also reason to believe 
that an adequate quantitative and 
qualitative analysis of traffic flow 
would serve as a guide to the deter- 
mination of the trade potentials of 
individual outlets or trade _ loca- 
tions. This book does not purport to 
be definitive or conclusive in char- 
acter. It is, in a very real sense, 
an introduction to a subject that 
the sponsors believe possesses great 
possibilities.” 

Part III is devoted to definition of 
urban markets and primary trading 


‘|}areas by means of traffic-flow pat- 


terns, representing the dynamics of 
buying power. 

“In no sense is this approach nec- 
essarily critical of other methods of 
analysis of markets, which for the 
most part concern themselves with 
static market factors,” says this 
chapter. “It is believed that the fac- 
tor of traffic flow can be used to de- 
fine accurately the extent of urban 
markets.” 


Define Market Boundaries 


Under this plan, the boundary of 
the primary retail trading area is 
defined by means of traffic divides 
or points of lowest traffic volume be- 
tween urban markets. When the 
traffic divide is reached, volume 
ceases to decline and begins to in- 


crease toward the next competitive 
market. Thus, the traffic divide, ac. 
cording to this theory, marks the 
natural or normal division in the 
movement of buying power between 
two competitive markets. 

By following this method, the au- 
thors were able to measure the ex. 
tent of the Indianapolis urban mar- 
ket and of its primary retail trading 
area in competition with those of 
Terre Haute, Ind. 

With these data, the book pro- 
ceeds to give the net paid circula- 
tion and milline rate of three Indi- 
anapolis newspapers in the two 
areas, circulation and advertising 
cost of 16 leading magazines in the 
same territory, and finally, net ad- 
vertising circulation and cost per 
thousand of a representative outdoor 
coverage in the same markets. 

“It will be a remarkable achieve- 
ment,” say the authors in this con- 
nection, “when universal and basic 
urban markets and primary retail 
trading areas are determined for the 
entire country, in order that all 
media can bracket their coverage 
and circulation by these universal 
and basic consumer markets. When 
this is done, the advertiser will be 
able to compare distribution of cir- 
culation of each medium, its cover- 
age, penetration and repetition. The 
cost can then be compared with the 
efficiency of market penetration and 
intensity of each form of advertis- 
ing. Also these various factors can 
be compared for markets of similar 
size, 


Can’t Compare Media 


“The statistics on Indianapolis in- 
dicate that there is no way to com- 
pare directly the efficiency or cost 
of media in that market because 
methods of measuring the values 
are widely divergent. Publication 
circulation has different character- 
istics from radio or outdoor adver- 
tising. In the publication field, the 
medium circulates from press to 
reader; in radio, the advertiser must 
be tuned in. In outdoor advertising, 
its circulation is traffic flow, the re- 
sult of daily movement of people 
in the market. - 

“The purpose of these researches 
is to present a plan for determining 
universal and basic urban markets 
and primary retail trading areas, 
the first step in determining com- 
parative market coverage.” 


Joins “Cosmopolitan” 

Clifford S, Bailey, formerly on the 
Eastern advertising staff of Liberty, 
and Howard H. DuBois, formerly pro- 
motion manager of the Budd Wheel 
Company, Philadelphia, have joined 
the Eastern sales staff of Cosmo- 
politan. 


Wessel Leaves Budd 


Christian W. Wessel has sold his 
stock interest in the John Budd Com- 
pany, New York, and resigned as 
president, treasurer, and director. 


Welch Joins “Geographic” 


Raymond W. Welch has been ap- 
pointed advertising director of Na- 
tional Geographic Magazine, Wash- 
ington, D. C. 
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—for selling punch at 
the point of shopping. 
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. Here are the All-American Selections for 1936! 


These radio stations hit the hardest and go the 
farthest—they dig in their cleats and work to run 


up the biggest sales scores for you. 


This is the line-up that draws the crowd. Sit on 
their side—and cheer. 


They'll win—and you'll win. 
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Ad Interests 
Aid Michigan 
Safety Drive 


Detroit, Mich., Nov. 14.—Michigan 
has launched a powerful safety cam- 
paign which will extend, not for a 
week or a month, but the entire year, 
as part of the nation-wide movement 
for safe driving. 

The Michigan movement is mainly 
a cooperative one, in which radio 
stations, newspapers and outdoor in- 
terests are donating time and space 
toward what is recognized as a 
prime public necessity. A carefully 
worked out plan for both advertising 


and publicity is being directed by 
Campbell-Ewald Company, which is 
handling all detail for the state 
without charge. 

Special campaigns are under way 
in Detroit, Grand Rapids, Flint, Kala- 
mazoo and other centers, and plans 
for others are being made now. 

Radio stations are donating time 
almost daily, generally in the form 
of short talks or special programs; 
the outdoor associations of the state 
are giving representative showings 
of posters in practically every com- 
munity for several weeks to be fol- 
lowed by the use of vacant boards; 
and newspapers are supporting the 
efforts with advertising space and 
publicity, as well as the organization 
of local campaigns. 

All departments of the state gov- 


ernment, from Governor Frank Fitz- 
gerald down, are cooperating with 
enthusiasm. A statewide safety 
committee appointed by the gover- 
nor includes many of the Lansing 
officials. Participating in the year- 
round campaign will be such or- 
ganizations as the highway depart- 
ment, various police departments, 
and the schools. 

In many of its aspects the cam- 
paign resembles the widespread 
drive being undertaken at present 
in Pennsylvania, New York, New 
Jersey and Connecticut through the 
United Advertising Corporation. 

“We can build a motor car that 
is nearly foolproof, and we can 
build highways that have every ele- 
ment of safety in them, but we have 
not yet been able to do much about 


the man who puts himself behind the 
wheel,” Henry T. Ewald, president 
of Campbell-Ewald Company, said, 
in explaining aims of the drive. “The 
only way to reach him is by system- 
atic education, and the development 
of a state of mind by education and 
law enforcement that will lead him 
to recognize and assume his natural 
responsibilities.” 


Acquires Wisconsin Daily 

Evening Telegram Company, Su- 
perior, Wis., of which Morgan Mur- 
phy is president and principal owner, 
has acquired control of the Two Riv- 
ers, Wis., Reporter and Chronicle. 
Mark E. Myers, president of the Wis- 
consin Daily Newspaper League, con- 
tinues as editor and publisher of 
Reporter and Chronicle. 


some idea. 


Cheering. 


copy. 


T’S A grand paint! If we could print 
this in colors we could give you 


It’s a new shade. Fresh. Bright. 


Now how can you, its maker, start 
a lot of people buying it? 

Your advertising agent will tell you 
how. ‘‘Advertise it in The New Yorker, 
a national weekly with a selective 
circulation of more than 127,000.” 

These people are the breed that’s 
forever looking for something new and 


good—the kind of people other people 


Some of them are in New York. 
More of them are in other big cities. 


And they ail read the 


The New Yorker each week. 


They not only start 
new kind of paint.. 


They start ’most anything going— 
satins or sofas, hotels or hats, winter 


cruises or cosmetics. 


As they buy, so—later—buys the 


nation. 


So, sell them your product first. 


THE 


NEW YORKER 


2s WEST 45th ST 


SELLS THE PEOPLE OTHER PEOPLE COPY 


...ah there! 


WET PAINT 


fresh issue of 


a trend to a 
.or perfume. 


REET 


CANADA PAPERS 
ANNOUNCE RULES 
FOR RECOGNITION 


Toronto, Ont., Nov. 14.—Recogni- 
tion of Canadian Daily Newspaper 
Association will be granted only to 
agencies having assets of $25,000 and 
possessing three accounts spending 
$100,000 annually in daily papers. 
These are the outstanding features 
of recommendations made by a joint 
commission of publishers and agen- 
cies at the C. D. N. A. convention 
and since approved by all concerned. 

Under this agreement, agencies 
will be known as “Official Solicitors 
of National Advertising,” and will op- 
erate under franchises to be granted 
by the newspaper organization. The 
franchises will run from May 1 to 
April 30 and must be renewed each 
year. New applications will be con- 
sidered semi-annually. 

The requirement that the agency 
must place $100,000 worth of business 
in newspapers in order to qualify for 
a franchise may be modified by the 
board of directors of C. D, N. A. in 
the case of applicants who have had 
recognition prior to Jan. 1, 1935. 

The new agreement provides for 
revocation of franchises by the di- 
rectors of the association for failure 
to comply with all requirements, but 
such action shall be taken only after 
60 days’ notice and after the agency 
has had full opportunity to present 
its case. 


Rebating Strictly Guarded Against 


Rebating shall be considered cause 
for revocation of the franchise, under 
the new agency commission of 15-2 
per cent. Agencies formerly worked 
on a commission said to have ranged 
upward from 25 per cent, and rebat- 
ing was regarded as being general. 

To put teeth in the ban against 
rebating, the following clause has 
been incorporated in the agreement: 

“All agencies covered by these reg- 
ulations shall employ chartered ac- 
countants selected from a list ap- 
proved by the C. D. N. A., who shall 
certify whether or not there is evi- 
dence of rebating according to the 
definition contained in these regula- 
tions.” 


Says Chains Spend 
$27,250,000 a Year 


Chain stores spent approximately 
$27,250,000 for advertising during 
1934, of which nearly $18,000,000 was 
used in newspapers, according to fig- 
ures based on a survey made by Chain 
Store Management, New York. 

The magazine’s November issue 
says that 1.09 per cent‘of chain store 
sales was spent on advertising. Of 
each advertising dollar, 72.6 per cent 
was spent on newspaper advertising, 
9.9 per cent for handbills, 6.6 per cent 
for window posters, two per cent for 
direct mail and 1.5 per cent for radio. 
Figures cover 50 chains with 26,000 
stores, no chain operating less than 
ten retail units. 


ON THE CLIMB! 


The December issues of National 
Sportsman and Hunting & Fish- 
ing carry 21% more advertising 
than last year, 63% more than 
two years ago, 68% more than 
three years ago. Proving that 
you can’t stop a medium that 
specializes in good results. 


NATIONAL SPORTSMAN 


and 


HUNTING & FISHING 


Boston New York San Francisco 
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people 


who OWN: 


52% of OIL BURNERS 


84% of RADIOS 


who BUY: 


83% of ELECTRICITY consumed domestically 
72% of GASOLINE consumed annually 

81% of a Leading Brand of canned SPAGHETTI 
84% of a Leading Brand of VEGETABLE SOUP 
78%, of a Leading Brand of TOMATO SOUP 
80% of a Leading Brand of prep. PUDDING 
78%, of a Leading Brand of GELATIN 

84% of a Leading Brand of CORN SYRUP 
67% of a Leading Brand of PINEAPPLE JUICE 
74% of a Leading Brand of TOMATO JUICE 
87% of a Leading Brand of COCOA 

77% of a Leading Brand of coffee SUBSTITUTE 
72% of a Leading Brand of CHEESE 

86% of a Leading Brand of COLD CEREAL 
84% of a Leading Brand of HOT CEREAL 

73% of a Leading Brand of high priced COFFEE 
91% of a Leading Brand of low priced COFFEE 


RUE STORY, with a simplified editorial 

appeal in stories and Service Departments, 
reaching more than 1,900,000 housewives 
offers you the only major magazine penetra- 
tion point into this new Wage Earner buying 
market—a market so rich that it has given 
True Story the largest reader demand and 
reader revenue of any magazine in the world. 


These are the 


75% of the new Plymouths 
68% of AUTOMATIC REFRIGERATORS 


84% of VACUUM CLEANERS 
69% of ELECTRIC RANGES 


TRUE STORY MAGAZINE 


122 East 42nd Street, New York, N.Y. 
333 North Michigan Avenue, CHICAGO New Center Building, DETROIT _—Statier Building, BOSTON ‘Russ Building, SAN FRANCISCO 


PHOTOGRAPHS: UNDERWOOD & UNDERWOOD — BLACK BOX 


who SPEND: 


83% of Total Expenditure for GROCERIES 

71% of Total Expenditure for men's CLOTHING 
77% of Total Expenditure for MEN’S SHOES 
76% of Total Expenditure for PAINT 

69% of Total Expenditure for LINOLEUM 

56% of Total Expenditure for RUGS 


72% of Total Expenditure for HOUSEHOLD 
BAR SOAP 


70% of Total Expenditure for HOUSEHOLD 
CLEANSERS 


74% of Total Expenditure for PACKAGED 
SOAP 


62% of Total Expenditure for WATCHES & 
CLOCKS 


71% of Total Expenditure for TOILET SOAP 


who MAINTAIN: 


81% of the Patronage of Grade “A” Ind. Stores 
88% of the Patronage of Chain Stores | 
54% of Department Store Credit Purchasing 


You can weigh the values of other big 
magazines against each other for their ability 
to resell the same small group of housewives 
who were once your only customers. But True 
Story should have an exclusive place on your 
list because it does an exclusive job among 
the housewives who outnumber and outbuy 
your older market almost 2 to 1. 
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BALTIMORE 10 
GET FIRST FHA 
HOUSING SHOW 


Washington, D. C., Nov. 14.—Defi- 
nite plans have been laid by the 
Manufacturers’ Housing Display 
Council and the Federal Housing Ad- 
ministration for a nation-wide series 
of home shows. 

The Manufacturers’ Housing Dis- 
play Council is comprised of a group 
of about 150 national manufacturers 


of building products and equipment. 
In each city in which shows are to 
be conducted, local real estate boards, 
better housing committees and civic 
organizations will participate. Each 
show will be locally financed. 

The first of these shows will appear 
in Baltimore, beginning Jan. 4. The 
second is scheduled for San Diego, 
and will begin on Jan. 15 in connec 
tion with the reopening of the ex- 
position there. Plans are under way 


to present “National Housing Shows” 
also in Kansas City, Mo., Philadel- 
phia, Buffalo, Houston, Oakland, 


Miami, Minneapolis, Louisville, Mil- 
waukee, Indianapolis and Boston. 
Promoters in Charge 
In each of these shows will be set 
up equipment furnished by the Hous- 
ing Administration, including cylin- 


drical pylons 17 feet high and 3% 
feet in diameter, bearing the FHA 
insignia and message, and photo- 
graphs or models of houses. They 
will also include electrical transcrip- 
tion records which will broadcast in- 
formation on the National Housing 
Act and modern building materials 
and housing equipment. Among the 
other equipment furnished by the 
Housing Administration are large 
modernistic entrance blocks, a Hous- 
ing Administration booth with illumi- 
nated displays and hanging pieces 
carrying the Housing Administration 
emblem. There are five complete 
units of this equipment. 

The Baltimore National Housing 
Show will feature a completely fur- 
nished five-room cottage, among other 
exhibits. 


Shows are all to be in the hands 
of promoters experienced in this type 
of exposition. They will be limited 
to manufacturers and distributors of 
building materials and equipment and 
home furnishings. The minimum 
duration of the shows is eight days 
and the maximum 15 days, with the 
exception of cities of 500,000 popula- 
tion and over. 


Use Photo Campaign 


Udall and Ballou, Fifth Avenue 
jewelers, are resuming advertising 
with a photographic campaign in 
quality national monthly magazines, 
featuring important jewelry § art 
works, and direct mailing of a Christ- 
mas catalog and other pieces. Dona- 
hue & Coe, Inc., New York, is the 


agency. 


to capture the Chicago market 
quickly you can’t do things 


There’s nothing small about Chicago, and 
its potentialities for business. Chicagoans 
do everything in a big way. And if you, 
Mr. Manufacturer, want your share of Chi- 
cago’s Big Business, you can’t do things by 
halves. 


The Chicago American alone cannot give 
you the whole Chicago market. No single 
newspaper can. But the American can, 
and will give you what we believe is the 
better half of this great tonnage market. 


CHICAGO AMERICAN 


-+-a good newspaper 


For the reason that the American’s more 
than 400,000 circulation is not only the 
largest evening circulation in town, but, 
more important, is comprised predomi- 
nantly of young men and women in their 
30s and 40s. Such people, economists say, 
are responsible for the bulk of business 


today. 


They’re live customers for everything. 
Most of them have families—growing fam- 


oy nalyes 


ilies with children. To a large extent, 
they’re the kind of people who walk into 
Or don’t, 
if you are not advertising to them. For 
these men and women are too bright, too 
modern to guess about anything. 


your dealers’ stores—and buy. 


These American readers mean business— 
Big Business in Chicago. And if you are 
not advertising to them in the American, 
you don’t know the half of it! 


NATIONAL REPRESENTATIVES: HEARST INTERNATIONAL ADVERTISING SERVICE 


Rodney E. Boone, General Manager 


STRESSES SAFETY 


eee 
the frend renal 
the Werks 
Sufest Voter Car 


| 


| (Mion will see this follow.up odvertining i in n December | 


The world's safest motor car is the desig- 

nation given Pierce-Arrow in the new 

campaign just breaking. (Story on Page 
30.) 


Nash President 
Attacks Speed 
Angle in Copy 


Pittsburgh, Pa., Nov. 12.—The ten- 
dency of motor car manufacturers to 
emphasize high speeds in their adver- 
tising was condemned by E. H. Me- 
Carty, president of Nash Motors Com- 
pany, in an address here today. 

“Because of the terrible havoc cre- 
ated by reckless driving,” he said, 
“I am against stressing high speeds 
in automotive advertising. It is only 
natural that when the high speed of 
his car is brought constantly to an 
owner’s attention, and when speed 
rivalry is made a point of public is- 
sue, the ordinary driver cannot resist 
the temptation to use this necessary, 
but dangerous element on every pos- 
sible occasion. 

“T would favor federal regulation 
to limit the speed of autos to 75 miles 
an hour, but if Nash did it alone we 
would not be in the sales picture.” 

Mr. McCarty predicted the rise of 
the automobile business to new 
heights in 1936, with a consequent 
improvement in all lines of business. 
The Nash president was in Pittsburgh 
for the opening of the automobile 
show here. 


Zenith Shifts Ericksen, 


Appoints E. G. Herrmann 


Parker H. Ericksen, for the past 
three years advertising manager of 
Zenith Radio Corporaton, Chicago, 
has been advanced to the position of 
sales promotion manager, and will 
devote his time to sales problems of 
distributors’ territories. 

Edgar G. Herrmann, formerly with 
Federal Advertising Agency, Inc., 
New York, Lord & Thomas, Victor 
Talking Machine Company and RCA 
Victor Company, has been appointed 
advertising manager. 


+ Mianvracrunens who 

are looking for action on the Federal 
Housing Act. look to the plumbing 
and heating industry. Plumbing and 
heating contractors are now the cen- 
tral force around which modernizing 
and remodeling is moving. 
Now is the time to go before these 
contractors with your story, because 
they are alive to the new business 
possibilities. They are being called 
upon daily to furnish new equipment. 
and whether or not that equipment 
is yours, depends upon the direction 
and force of your own efforts. Reach 
these key contractors through 
DOMESTIC ENGINEERING. 


DOMESTIC ENGINEERING 
Chicago, Ill. 


1900 Prairie Avenue, 
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November 18, 1935 


ADVERTISING AGE 


A NEW HIGH IN R 


RECORD NBC HOOKUP BRINGS NATION FIRST 
HAND STORY OF STRATOSPHERE FLIGHT 


ELEVEN EXCLUSIVE NBC BROADCASTS! 


A SHOWMANSHIP SCOOP! THE KIND OF RADIO 
“EDITORIAL” WHICH NBC IS PROUD TO FEATURE 
AND WHICH BUILDS AUDIENCE PREFERENCE FOR 
NBC BROADCASTS, COMMERCIAL AND SUSTAINING 


Through NBC networks listeners heard every detail of the flight 
that took Captains Albert W. Stevens and Orvil A. Anderson to an 
altitude of 74,000 feet, the highest point ever attained by man. They 


heard officials of the sponsor organizations, the National Geographic 
Society and the United States Army Air Corps, in two-way conversa- 


tions with the men “14-miles-up.” 


Instant Communication 


Radio was the magic key to instant communication between the 


fliers and far-flung corners of the world, from San Francisco to Lon- 
don, England. And, as Captains Stevens and Anderson discussed their 


flight, radio gave listeners contact with the occupants of the gondola. 


They heard, for instance, Captain 
Anderson’s conversation with his wife. 
They heard the two fliers congratulated 
by Dr. Gilbert Grosvenor, president of 
the National Geographic Society, and 
General Oscar Westover, acting com- 
mander of the U. S. Army Air ape. 
Other conversations which were also 
broadcast nationally were with Captain 
Edwin C. Musick, pilot, and William 
Burke Miller, night program manager 
of NBC in the new “China Clipper,” 
flying over California; with various 
scientists in Rapid City, S. D., Chicago 
and New York, and with the ground 
staff which remained behind at flight 
headquarters after the take-off. And a 
London journalist interviewed Captain 
Stevens after the record had been made 
and the balloon was headed for earth. 


Detailed Descriptions of Flight 


The first broadcast described the 
preparations for take-off. The second 
was a description of the beginning of 
the ascent. In subsequent broadcasts the 
fliers described conditions and the re- 
sults of their check on the instruments. 

NBC engineers and announcers pro- 
vided a picture of the flight for the 
radio audience and, in addition, pro- 
vided all communications between the 
fliers, their sponsors, their base and a 
large number of people who were inter- 
ested in the flight. 

Under the direction of William Lun- 
dell, director of the special events de- 
partment, the audience was provided 
with a complete picture of the action 
of the flight. In addition, NBC engineers 
installed and maintained all RCA equip- 
ment necessary to constant communi- 
cation between the fliers and their 
ground crews, weather experts, scien- 
tific advisers and sponsors. 

NBC established a world’s record — 
by broadcasting a program at 1:50 p.m. 
E.S.T., from the greatest altitude at 
which a radio broadcast has ever origi- 
nated. 

In the eleventh broadcast of the day, 
both fliers appeared before an NBC 
microphone hastily installed 21 miles 


r > 


from White Lake, S. D. There they de- 
clared that the gondola had settled to a 
feather-like landing and that the flight 
was almost without incident in its 
smooth operation and happy conclusion. 


The Stratosphere Balloon being inflated under 
the glare of lights just before the take-off. 


LETTE: ee) 


The “China Clipper,” giant flying boat from which radio contact was estab- 


lished with the Stratosphere Balloon and a two-way conversation carried on. 


The NBC camp headquarters from 


(Advertisement) 


ADIO SH 


Captain Albert W. Stevens and Captain Orvil A. Anderson, commander and pilot respectively of the 
Stratosphere Balloon, Explorer Il, standing in front of their gondola just before taking off on the flight 
that carried them fourteen miles into the upper spaces to set a new world stratosphere flight record. 


po 


The Explorer Il is shown here rising above the camp at Rapid 
City, South Dakota, soon after its take-off on November 11. 


A general view of the camp established at Rapid City, 
South Dakota, by the United States Army and the National 
Geecgraphic Society. It is interesting to note that snow 
covered the ground. 


which the broadcasts were controlled. 
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ADVERTISING AGE 


November 18, 1935 


MINNIE FROM 
MINNEAPOLIS 
ar 


I’m so excited I can hardly wait to 
tell you. The boy friend called a 
minute ago and said he was going to 
take me to dinner and to a show. 
I told him it wasn’t my birthday, but 
he said this was worth a bigger cele- 
bration than an ordinary growing 
older day. 


Then I got to thinking what it could 
be, so I told the boss I had a toothache, 
put on my new Russian hat I told you 
about last time, and toddled right down 
to the Minneapolis Star office. And if 
you think there’s excitement at a foot- 
ball game you ought to see that place! 


Everyone going around 
wreathed in smiles and the whole 
joint busier than a hornet’s nest. 
After bumping into about six 
people, I finally got over to the 
boy friend’s desk. He jumped 
up, grabbed me and gave me a 
big smacker. Right there in front 
of the whole office! 


*Course everybody tittered. I finally 
pulled myself together (if you’ve 
ever been kissed like the b. f. kisses 
me, you’d get excited too) and put 
on my best smile. 


So I put my hands on my hips, 
ahem! and I ups and says in my 
best Mae West style, “What’s the 
big idea, handsome? Are we going 
to the preacher?” and just as he 
was about to answer, a chap stuck 
his head out of an office and yelled 
something about the proof being 
back from the printers. 


There I stood with everybody 
watching me, not knowing whether 
the proof was a wedding invitation 
or a bid to the party the b. f. told 
me about. 


Finally I just sat myself on the desk, 
opened my purse, and flicked a little 
powder on my nose. I made up my 
mind I'd show those girls I wasn’t 
easily fussed . . . not by just a kiss! 
In about ten minutes the b. f. came 
back more excited than ever and threw 
the proof down on the desk. I read 
it, let out a squeal and grabbed hand- 
some around the neck. The office force 
applauded two minutes later. Oh, yes 
. + «+ what was on the proof! I’m so 
excited I nearly forgot . . . It read: 


The Minneapolis 
Star now has the 
largest evening 
home delivered 
circulation in Min- 
neapolis. 


Whoop-de-doo-dee! and the b. f. says 
on top of that, The Minneapolis Star 
has a gain of 12,608 over October 1934! 
Are we going to have a celebration 
tonight! Wish you could be here . . 


Minnie 


THE MINNEAPOLIS 
STAR 


Affiliated ownership with The 
Des Moines Register and Tribune 


SUNKIST DRIVE 
TELLS PRODUCT'S 
VALUE T0 CHILD 


Survey Provides Base For 
Advertising 


Los Angeles, Cal., Nov. 14.—With 
the fact established through a sur- 
vey of 10,000 families that “good for 
children” is a leading consumer rea- 
son for buying oranges, Sunkist has 
launched a movement to spread edu- 
cation along this line. 

“Feeding the Child for Health,” a 
booklet telling why oranges and 
lemons are important in the diets 
of infants and children, has been 
completely revised. One hundred 
thousand copies are now in produc- 
tion and will be available for dis- 
tribution shortly. 

The booklet will be offered by 
California Fruit Growers Exchange 
by coupon in child health advertise- 
ments in national women’s maga- 
zines and those in the parent-child 
field. 

Carrying out the same theme of 
“good for children,” 42 neonized 
outdoor boards are displaying in 23 
of the country’s leading markets a 
portrait of a baby—before and after 
he gets his bottle of fresh orange 
juice. The advertisement carries 
the line “Right! Doctor said ‘fresh 
orange juice.’” 

Car cards in all the larger cities 
will show color illustrations of a 
small golden-haired girl drinking a 
cup of orange juice, continuing the 
“good for children” appeal. The car 
card advertisement is headlined 
“Don’t neglect a single needed vita- 
min.” The Sunkist survey showed 
that more people bought oranges for 
vitamin content than for any other 
reason. 


Much Copy on Lemons 


In addition to the orange juice car 
card, a lemon car card is now show- 
ing, illustrating the theme, “Sunkist 
Lemons bring out the Flavor,” and 
the series of lemon food advertise- 
ments which has been running in 
women’s magazines is being con- 
tinued in November issues. A 
lemon hair rinse advertisement is 
scheduled for the December issue of 
Ladies’ Home Journal. 

Both these types of lemon adver- 
tisements—food uses and hair rinse 
—will be continued during 1936, ac- 
cording to the Exchange. Strategy 
will not be greatly changed, but 
will be expanded. 

Merchandising activities for Sun- 
kist in the year now opening will 
be concentrated in a series of spe- 
cific sales drives, the first of which 
will be the Christmas campaign now 
getting under way. 

To follow up on consumer adver- 
tising timed for the pre-holiday sea- 
son, the Exchange will supply job- 
bers, jobber salesmen, chain stores, 
and leading independent retailers 
with sales portfolios and display 
kits. 

Elaborate Portfolio 


The Christmas sales portfolio will 
show dealers how to tie in with Sun- 
kist’s Christmas sales drive by ef- 
fective advertising, store display 
and personal selling. Other port- 
folios will follow in connection with 
the Navel season, the Valencia sea- 
son, and lemon merchandising. 

The Christmas portfolio will carry 
to dealers reprints of such holiday 
consumer advertising as the “por- 
trait of a baby” outdoor poster, and 
a Sunkist “Santa Claus” page ap- 
pearing in The American Weekly. 


-|It will also carry a letter to store 


managers; a sales card with Sun- 
kist’s “10 Magic Words” thereon; an 
instruction sheet on “Three Easy 
Steps” in selling; an ad mat proof 
sheet, and a 24-piece Christmas dis- 
play set, of pennants and banners. 

The “10 Magic Words” that sell 
Sunkist navels, dealers will be told, 


are “richer juice—finer flavor— 
easier to peel, slice, segment— 
seedless!” These ten words are 


printed on handy, pocket-sized cards, 


TREND OF ADVERTISING IN MAGAZINES OVER 8-YEAR PERIOD 
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These charts show the linage and dollar volume of the 50 leading magazines for each month from January, 1928, through 
October, 1935. They are prepared from figures supplied by National Advertising Records. 


of which samples are enclosed in 
portfolio, and are for individual use 
of clerks. 

The Sunkist 3-Step Profit Plan, 
which is being presented to dealers, 
consists of keeping fresh fruit and 
vegetables “up front,” to attract 
customers to the store; pushing the 
items customers want, by display- 
ing the six high volume items “up 
front”; and featuring Sunkist citrus 
fruits. The six high volume items, 
based on last year’s wholesale dol- 
lar volume, are potatoes, citrus, 
apples, bananas, lettuce and onions, 
the Exchange points out. 


Special Navel Promotion 


The portfolio illustrates numerous 
sales messages which brought big 
increases in orange business to the 
stores which used them. 

Pockets in the portfolios will carry 
samples of display material for the 
dealer’s consideration, so that he 
may see actual pieces, not merely 
reproductions. The portfolios will 
be distributed in lieu of the former 
Sunkist advertising plan books. 

In the coming Navel orange sea- 
son, “freshness and the competitive 
points of Navel oranges will again 
be stressed in food advertising as 
during the last Navel orange season. 
The health appeal will be empha- 
sized. 

Selection of media also will be 
made along similar lines to that fol- 
lowed previously, it is learned. Na- 
ticnal magazines will be used again, 
as will various types of outdoor 
media. Expansion of outdoor adver- 
tising is being planned, to include 
additional paint board locations, ex- 
tension of locale of car card dash 
advertising, and more express wagon 
posters. 

Lord & Thomas, 
handle the account. 


Burroughs Names Earle 


Charles W. Earle, formerly in 
charge of advertising of the Union 
Trust Company, Boston, and recently 
specialist in direct mail advertising 
for trust departments of banks, has 
been appointed eastern representative 
of Burroughs Clearing House, with 
headquarters at 1 Park Ave., New 
York. 


Los Angeles, 


Name Jerome B. Gray 


Jerome B. Gray & Co., Philadel- 
phia and New York, have been ap- 
pointed for advertising of the Poly- 
graphic Company of America, maker 
of the Poly-Print photo offset 
printer. The account will be handled 
by the agency’s New York office. 


Urmy’s Retirement 
To End 41 Year Old 
Tie-up with Client 


New York, Nov. 14.—What is be- 
lieved to be an all time record for a 
client-agency relationship will be ter- 
minated Jan. 1 when Louis V. Urmy 
retires from the agency business. 
Starting then, Donahue & Coe, Inc., 
will handlle the De Laval Separator 
Company advertising which Mr. Urmy 
has serviced continually since his or- 
ganization was started in 1891. 

According to C. L. Reisner, De 
Laval advertising manager, the mu- 
tual satisfaction of agency and client 
during these 44 years was such that 
the thought of placing the account 
in other hands had never seriously 
been considered. 

Mr, Urmy began his advertising 
career as a file boy with the George B. 
Rowell Agency. Upon his retirement, 
the Urmy agency, one of the oldest 
in New York, will be dissolved. 


Goldman Joins Jam Handy 


Frank Lyle Goldman, formerly of 
Audio Productions, has joined Jam 
Handy Picture Service, Inc., Detroit, 
where he will originate novelty treat- 
ments for commercial pictures. 


18th Century Egremont 
Project Gets Agency 


Major Hugh Smiley, who for sev- 
eral years has been engaged in restor- 
ing the 18th Century village of Olde 
Egremont, Mass., has appointed 
Craven & Hedrick, New York, as 
agency for Egremont Inn, Olde Egre- 
mont Tavern, Jug End Barn and the 
summer home development of Olde 
Egremont Association. 

The initial campaign will feature 
what is possibly the country’s most 
famous barn, Jug End. Located on 
a model farm in the Berkshires, it 
is being transformed into headquar- 
ters for winter sports. A separate 
program will seek nation-wide inter- 
est in the 3,000-acre home develop- 
ment, offering a lifetime lease plan. 
The New York office is at 300 Madison 
Ave. 


Reorganization Plan 
for “Guide” Submitted 


A plan for reorganization of the 
Indiana Farmer’s Guide, Huntington, 
under Section 77-B of the national 
bankruptcy act, has been submitted 
to Federal Judge Thomas W. Slick 
at Ft. Wayne, by William B. Duff, 
special master in chancery. 

Under the plan the $50,000 issue 
of first preferred capital stock would 
be extended for 20 years, at a lower 
dividend rate, and second preferred 
capital stock of $150,000 would also 


be extended for that period. 


NEONIZE WITH ACME 


2 TO INCREASE THE EFFECTIVENESS 


© OF OUTDOOR DISPLAYS .. . 


AWNOW HLIM JZIN 


The Acme Electric & Mfg. 


Neonized boards add life and 
punch to the daytime display 
and dominate all attention dur- 
ing the night. Choose the heart 
of your Neon displays, wisely— ° 
use Acme transformers exclu- 
sively. Acme transformers are 
an insurance of satisfactory per- 
formance and trouble free oper- 
ation. Convince yourself — re- 
place defective transformers 
with Acme’s and see the differ- 
ence. 


Co.—Cleveland, Ohio 


ANOW HLIM JAZINOGN. 
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ADVERTISING AGE 


CHOOSES FEDERAL SIGNS! 


And now—Pontiac! Just as other important ad- home Pontiac's sales and advertising message 
vertisers are effecting complete electric sign to the BUYING population — WHILE THAT BUYING 
coverage of their markets, 


now blanketing its markets— with Federal elec- And that, advertisers agree, is important— 
tric signs erected over its dealers’ doors. if they are to enjoy maximum returns on their 
Electric sign advertising continuously drives advertising dollars. 


“Writing in Lights,” a comprehensive analysis of all forms* of electric sign advertis- 
ing, brings facts necessary for you to determine the place electric sign advertising 
has in your advertising program for the year ahead. It will be mailed free upon request. 


* Spectacular, Point-of-Sale, and Factory Identification 


Subsidiaries: 


FEDERAL ELECTRIC COMPANY, INC. 
CLAUDE NEON FEDERAL COMPANY 
22S North Michigan Avenue, Chicago, Illinois 


BALTIMORE CINCINNATI DALLAS DULUTH HOUSTON INDIANAPOLIS LEXINGTON 
LOUISVILLE 


so, too, is Pontiac POPULATION IS ON THE BUYING PATH! 


“‘WRITING IN LIGHTS’’ 


MILWAUKEE MINNEAPOLIS NEW ORLEANS PHILADELPHIA ST. PAUL 


FEDERAL BRILLIANT CO., St. Louis and Kansas City, Mo. 
CLAUDE NEON FEDERAL CO. SOUTHWEST, Oklahoma City, Okla.; Tulsa, Okla.; Wichita, Kansas 
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Making the Public Tax- Conscious 


There is a growing feeling on the 
part of business executives that the 
tax burden is one of the principal 
obstacles to full recovery, including 
normal employment. They are now 
speaking out on this subject, be- 
cause of their belief that the public 
realizes neither the contributions to 
taxation which are made by ordi- 
nary consumers, nor the percentage 
of the total national income ab 
sorbed in this way. 

The suggestion has been made 
that this subject, from the stand- 
point of advertisers, contains dyna- 
mite, in the form of possible public 
resentment on the part of those who 
are in sympathy with present poli- 
cies of national, state or local gov- 
ernments whose taxation programs 
may by inference be attacked, and 
that the business which endeavors 
to develop public sentiment on tax 
matters may encounter reprisals of 
an important character. 

Yet Donald D. Davis, president of 
General Mills, Inc., who spoke re- 
cently on the subject of taxes and 
the part they play in determining 
food prices, felt that a new type of 
institutional advertising might well 
be developed, dealing with the gen- 
eral policies of the advertiser with 
reference to prices, and how the 
latter are affected by the increasing 
burdens of taxation. Only public 
understanding of the manufactur- 
. er’s problem, which is also that of 
the consumer, would lead to a final 


solution of the problem, he _ sug- 
gested. 

We believe that the subject is of 
such primary importance from many 
standpoints that it may properly be 
included in advertising, especially 
when the prices of advertised prod- 
ucts are influenced by taxes levied 
directly upon them or upon the raw 
materials of which they are fabri- 
eated. But it is also true that a 
subject of this character must be 
handled in such a way as to avoid 
all semblance of a purely partisan 
attack, and maintain a point of view 
which has reference only to the 
principles involved. 

Lewis H. Brown, president of 
Johns-Manville, Inc., handled the mat- 
ter ably and effectively in his address 
before the American Bankers’ Asso- 
ciation last week, when he analyzed 
the extent of the tax burden as it 
applies both to consumers and manu- 
facturers. He discussed it in the 
broadest possible way, including state 
and local taxes along with those of 
a national character, and hence made 
it a problem without partisan polit- 
ical character. 

If this point of view is carefully 
developed in advertising dealing with 
taxes and their effect on production 
and consumption, we do not believe 
that advertisers will run the risk of 
alienating any considerable portion of 
their customers who may take the 
opposite view because of their polit- 
ical beliefs or affiliations. 


Advertising and the Machine Age 


Prof. Malcolm MacNair, of Harvard, 
who spoke at the recent Atlantic City 
convention of the Association of Na- 
tional Advertisers, suggested that an 
important subject for advertising re- 
search would be the social conse- 
quences of advertising. He said that 
advertisers do not fully understand 
the effects of advertising upon society 
as a whole. 

This is undoubtedly true; yet a 
study of the subject could hardly be 
made without taking into account the 
social effects of our entire system of 
machine production. Advertising, as 
we know it today, is a product of the 
machine age, since only through 
mass production has it been possible 
or necessary to develop mass distri- 
bution, and only when widespread 
distribution is provided does adver- 
tising on the same broad scale be- 


come possible from an _ economic 
standpoint. 

Low-cost production, making pos- 
sible lower prices for necessities and 
luxuries, as volume demand for them 
is created, is the basis for a con- 
stantly higher standard of living. 
The social consequences of advertis- 
ing, in a civilization where machine 
production has been highly developed, 
are thus primarily the full utilization 
of the benefits of industrial mechani- 
zation. 


A study of the social changes which 
have come about in the past few 
generations because of the system of 
which modern advertising is an es- 
sential part should be decidedly help- 
ful to a clearer understanding of 
our industrial system, and the place 
of advertising in it. 


THE MODERN PLUMBER IS A SALESMAN 


—Chicago Times. 


"It's a little tight under the arms—would you mind trying this other one for size?" 


Voice of the Advertiser 


The Old Grey Mare 


Stages Come-Back 

To the Editor: A few years ago it 
looked as if the younger generation 
of today would be compelled to visit 
the local museum to see what a horse 
actually looked like. 

Now farmers are moving the old 
tractor on the side of the road as 
damaged goods, and are singing 
lustily the newly revised “Old Grey 
Mare” song, a copy of which is en- 
closed. 

This is more truth than poetry as 
we are enjoying the greatest harness 
and collar season we have ever had. 

We suggest that you make carbon 
copies of this “Old Grey Mare’”’ selec- 
tion and distribute them to adver- 
tising clubs throughout the country. 
We are just kidding, but frankly, 
don’t you believe that if the horse is 
really instrumental in making this 
new deal a success he is really worth 
singing about? 


RALPH B. BARTLEIN, 


Advertising Manager, Milwaukee 
Saddlery Company, Milwaukee, 
Wis. 

[Editor’s note: The “Old Grey 


Mare” verses, as sung by the “Old 
Grey Mare Trio” in radio broadcast 
of the Horse and Mule Farming As- 
sociation on March 15, 1933, and 
distributed by Milwaukee Saddlery 
Company, claim plenty of advantages 
over motorized competition. 

“The Ol’ Grey Mare is just what 
she proved to be, the best power on 
the farm,” one verse reveals, while 
others point out that she “has her 
own lubricating plant and keeps her 
joints well oiled”; ‘you don’t have to 
crank her up, her battery’s always 
charged”; “she builds up fertility to 
make the garden grow,” and other 
unique virtues. 

And, incidentally, the farm market 
seems at present to have peculiar 
virtues of its own. The fact that 
harness and saddlery firms are fill- 
ing record orders seems no cause for 
worry to tractor manufacturers 
whose own orders are. straining 
production facilities.] 
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Adman Foster Wants to 


Start a New Contest 

To the Editor: In going through 

ADVERTISING AGE of Nov. 4, I was in- 

terested in reading that Lou Maxon 

was featured in a Heinz advertise- 
ment. 

It has been my duty several times 


to pinch-hit for a professional model 

and truthfully, at the insistence of 

the client, or our own art director. 
I am attaching a couple of proofs 

that I happen to have at hand. 
This is written with the thought 

in mind that you might want to 

A SALESMAN 


| 
pe ries | 


LAST. AS LONG 


AS G-E MAZDA 


OY et ev ? 


Frankly, what the salesman did NoT 
tell you was this: 


Many inferior lamps, ‘offered cred “hargains’’ in lamps. Always 

. insist on tamps that bear the @ 

monogram, General Electric Co., 

Nelu Park, Cleveland, Obie. 
“\ 


at “hargain™ prices, use the sanie 
amount of current as good limps, 
yet they produce och jess fight 
when mew ani grow cbmmer and 
dimmer ay they burn. The longer 
they fast, the more they cost 
your eyes and your pockethork. 


General Electae MsZpa lanups 
retain, threugheur lite, most of 
the brightness they bad when new, 
They deliver af the light you pay 
for... Many imferior lamps, in 
order to give as piuch fight as 
G-E MAzpa iamps, would have 
to burn wet very soon... Remem 


ber that the next time you are off 


GENERAL @ ELECTRIC 
MAZDA LAMPS 


start a contest entitled, “Taking the 
spaghetti out of the model’s mouth.” 
F. C. Foster, 
President, Foster & Davies, Inc., 
Cleveland, O. 
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“Cry-Baby Stuff” on 
Agencies Annoys Mariani 


To the Editor: My firm has been 
a subscriber to your newspaper for 
the past two years, and to be frank, 
it appears to me that the sole pur- 
pose of your paper is that of setting 
forth the cry-baby stuff of the va- 
rious agencies. 

At no time do I remember your 
paper or any advertising agency ever 
presenting the headaches, the loss of 
time, loss of money, etc., etc., of 
the advertiser. Invariably it is the 
high cry of the agency. In particu- 
lar I refer to your issue of Nov. 4. 

Mr. Don Francisco speaks of the 


perils in the path of advertising 
agencies, stating that their services 
tend to get too complex without rela- 
tive reward. Let me remind Don 
Francisco that the agencies are 
themselves the principal source of 
both their troubles as to time, head- 
aches and money of the advertiser. 


Any advertiser that does a certain 
amount of advertising usually has an 
advertising manager and the various 
newspapers and magazines, govern- 
ment agencies, people whose business 
it is to pry into other people’s busi- 
ness, even churches, the congressmen 
whose business it is to support their 
bread and butter with their constitu- 
ents, give out so much data relating 
to the product proper, the media to 
be used, the change of diets, even to 
the minutest detail, that if the adver- 
tising manager is what he should be, 
he should encounter no difficulty in 
co-relating all this material and de- 
ciding for himself which magazines, 
newspapers, programs, etc., should 
be used. 

My own experience has proven to 
me beyond doubt that the agency 
proper is out to “skin” the advertiser 
alive. And in order to accomplish 
its aim in a very successful manner, 
as a rule the agency begins talking 
of media, research work, what they 
could and can do with the federal 
authorities in overcoming objection- 
able statements, their prestige with 
the newspapers in getting preferred 
positions when paying the usual run 
of the paper—all high sounding 
notes just to establish an alibi for 
their incompetency in writing and 
preparing, at a fair price, copy and 
art that carry a sales punch. 

Talk, nothing but talk, is the 
trench line of resistance of the agen- 
cies, because they know that this is 
all they can deliver. In fact Mr. 
Francisco’s article is nothing but an 
agglomeration of useless facts, for 
any advertising man who follows his 
business and intends to give his firm 
the work for which he is employed, 
can easily detect the trend of public 
demand, whether there is an increase 
or decrease in advertising volume, 
whether radio is a paying proposi- 
tion, what programs should be on the 
radio, what amount of money is re- 
quired to make a radio program suc- 
cessful, etc., etc. To tell us that for 
every $100,000 of billing in their of- 
fices requires three times as many 
employes now as 15 years ago, is 
mere waste of ink; even a manu- 
facturing man knows that every 
$100,000 of merchandise sold now 
requires three times as many em- 
ployes as he had 15 years ago. The 
trouble lies in the fact that as a rule 
the advertising people think that 
they are engaged in a noble calling 
far above and beyond the main 
doings of the manufacturer. 

It is easy to set forth ideas, plans, 
high sounding notes and words, save 
money here by doing research work, 
test your copy so as to save many 
millions hereafter, all with the other 
man’s money. For one, I would like 
to see the agencies themselves spend 
some of their own cash to prove to 
an advertiser that what they say is 
correct. 

I for one wish to state that the 
advertiser would have less headaches 
if the agency were to specialize in 
certain lines and know their prod- 
uct and not have the world at large 
believe that, by merely writing on 
their office windows and doors, “Ad- 
vertising Agency,” they can write on 
everything and anything and that it 
is a bad thing to know the product 
too intimately. 

Furthermore, the agencies, if they 
are not afraid of their “stuff,” should 
not hold a club over the newspapers 
and magazines and compel them to 
respect the 15 per cent commission 
which an advertiser is compelled to 
lose if he does not go through the 
“racket” of the advertising agency. 

There should be absolute freedom 
for everybody and anybody to spend 
his money in his own way for after 
all America was made by the pioneer 
spirit, specifically and basically rest- 
ing on the likes and dislikes of the 
individual present. 


I trust this letter of mine is pub- 
lished in your paper, 
JosEPH B. MARIANI. 


Advertising Manager, Banfi Prod- 
ucts Corporation, New York. 
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UNDERWOOD & UNDERWOO 


242 WEST 55TH STREET, NEW YORK  —s237_: EAST ONTARIO STREET, CHICAGO -—-- 930 EAST ALEXANDRINE STREET, DETROIT 


We have always taken pride in our ability to create an atmosphere of naturalness — 
sparkle and verve—a free-and-easy spirit—in our work. And now that so many people, 
professional and amateur alike, are striving for the same natural unposed effects 
(«candid camera”) we call attention to our most recent campaign in this genre: a 
series made on an eighteen day cruise for Wendell P. Colton for the Columbian Line. 
This is one of them. 


Lejaren-a Hiller John Paul Pennebaker David W. Fletcher Charles William Thill 
Harry E. Olsen Verner D. Sapp George Hukar John Funk 
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New Goodwin Plan 
to Be Submitted 


Debtors of the Goodwin Corpora- 
tion, Chicago, will draw up a new 
plan for consideration of various 
factions, as result of an order issued 
by Federal Judge Sullivan Nov. 6. 

The plan will embody a proposed 
contract by which Church Workers’ 
Broadcasting Corporation, New York, 
will operate the Goodwin plan for 
six months. 


R. Barton to Previews 


Roger Barton, for the past five 
years with Daniel Starch and Staff, 
New York, as copy writer and ac- 
count executive, has joined Previews, 
Inc., The National Real Estate Clear- 
ing House, as assistant to the presi- 
dent. 


William W. Paine, of 
“Herald-Traveler,” Dies 


William Wellington Paine, na- 
tional advertising manager of the 
Boston Herald-Traveler, died Nov. 5 
at Newton, Mass., following a long 
illness. 

Upon his graduation from Har- 
vard, Mr. Paine entered the service 
of the U. S. Department of Agricul- 
ture as a member of the food and 
drug inspection committee. In 1917 
he joined the Curtis Publishing Com- 
pany, first working in the commer- 
cial research department and later 
with the sales staff in the Philadel- 
phia office. He became a member of 
the national advertising staff of the 
Herald-Traveler in 1923, becoming 
national advertising manager a few 
years later. 


HERMAN BLACK’S 
LONG CAREER AS 
PUBLISHER ENDS 


Chairman of ‘Chicago Amer- 
ican’ Dies Suddenly 


Chicago, Nov. 12.—Funeral serv- 
ices were held yesterday for Her- 
man Black, chairman of the board of 


the Evening American Publishing 
Company, who died Saturday after a 
long illness. Mr. Black, who was 68 
years old, was publisher of the Chi- 
cago Evening American for 17 years. 
He retired in 1933 to fill the newly- 
created post of chairman of the 
board and was succeeded as general 
manager, and later publisher, by 
Merrill C, Meigs. 


Thrown On Own Resources at 14 


Like many of the men who di- 
rected the destinies of metropolitan 
newspapers of the country, Mr. Black 
was born of poor parents. He was 
thrown on his own resources at the 
age of 14 and after serving in many 
fields, found his niche in 1896, when 
he joined the staff of the Boston 


LOUISVILLE LEADS 


IN 


INDUSTRIAL GAINS 


Louisville was one of the two cities in the United States to show 
a gain in the value of industrial output between 1931 and 1933. 
During this period Louisville showed an increase of $23,200,- 
000, bringing the total value of output to $191 ,000,000. 


During this period Louisville moved from twenty-eighth to 


sixteenth position among the industrial cities of the nation. 


Distilling and the tobacco industry have been most conspicu- 


ous in this rise but the scores of other consumer goods pro- 


ducers located in Louisville played an important part in the 


advance. 


To reach this important Middle Western city and the 


Greater Louisville Market, Kentuckiana, which includes prac- 


tically all of Kentucky and a large part of Southern Indiana, 


you need the one medium which gives effective coverage of 


this territory. 


Che Conrier -Zonrual 
THE LOUISVILLE TIMES 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


CAREER ENDS 


; Herman Black 


Store, Milwaukee, as advertising 
manager. 

He was so eminently successful in 
this role that a larger merchandising 
organization, Ed Schuster & Co., 
summoned him. After five years as 
head of the advertising department 
of this company, he was tendered the 
position of general advertising di- 
rector of the Milwaukee Journal, He 
spent 13 years with that paper, and 
became head of the business depart- 
ment. 

Came to Chicago 


In 1916, he came to Chicago as 
publisher of the Evening American, 
a Hearst paper. The daily expanded 
steadily under his direction and on 
Oct. 11, 1929, established a record 
with an 88-page edition containing 
4354, columns of advertising. 

Mr. Black was the apostle of team 
work and his quiet, self-effacing na- 
ture was in harmony with that ideal, 
inspiring employes to their highest 
efforts. 

After relinquishing active manage- 
ment of the Hvening American in 
1933, Mr. Black traveled widely. He 
also discovered unsuspected gifts 
within himself when he picked up a 
crayon and paint brush for the first 
time. He quickly developed into a 
leading amateur who might have be- 
come famous had he cultivated his 
latent talent earlier. Mr. Black also 
became widely known as an ornithol- 
ogist. 

A widow and two sons survive. One 
of the latter, John Herman Black, is 
manager of the Wisconsin News, Mil- 
waukee. 


Doremus Names Smith 


Head of Chicago Office 


Hawley L. Smith has been ap- 
pointed manager of the Chicago of- 
fice of Doremus & Co., New York. 

Mr. Smith was at one time asso- 
ciated with the advertising depart- 
ment of Crowell Publishing Com- 
pany in Chicago, and recently has 
been with the corporate buying de- 
partment of the Continental Illinois 
Company and with the security 
analysis division of the Continental 
Illinois National Bank & Trust Com- 
pany. 


TRUCKS $16,555,000 
TIRES $10,090,000 


TOTAL $26,645,000 


+ Spent annually 
for Bakery Truck 
Equipment....-.°* 


These figures are from the survey 
“Motor Trucks in the Baking In- 
dustry” just completed. In this 
survey the huge market for trucks 
and delivery equipment among 
bakers is analyzed. 

If your products can be 
large users of waren bakers de- 
serve a me, your sales 
efforts. AK ERS’ HELPER 
reaches those bakers who control 
the bulk of the production of the 
industry. Among them are your 
choice customers and prospects. 
Write for a copy of our new survey, 
I nn al Trucks in the Baking In- 

ustry. 


Bakers’ Helper 


The Magazine of Bakery 
Practice & Management 
In the service of bakers 


since 1887 

330 So. Weils St., 
Chicago 
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... Sales of our 
products increased 
appreciably . ./. . 


A. STEIN & COMPANY, to persuade the garterless, 
braceless male back into the fold, designed Paris 
“Miracle Elastic” Garters and Paris “Free Swing” 
Suspenders. 

Defying the traditional off-season slump, they pre- 
pared an advertising campaign, “the first time that any 
manufacturer had ever endeavored to promote the sale 
of garters and suspenders for summer,” according to 
Joseph M. Kraus, advertising manager. 


In Chicago they placed this campaign exclusively 
in the Tribune—with the results described in the ac- 
companying letter. 


The Tribune was selected exclusively to do this job 
in Chicago because it is the newspaper which has the 
volume of circulation—the market coverage—which is 
adequate in breadth and power of penetration to put over 
a sales idea in this market and make it pay out. 

Have you a sales problem which advertising can 
help you solve? Place your advertising in the Chicago 
newspaper which can get your message the attention and 
the action which produce volume sales at economical 
cost. 
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gasoline in Standard Oil history has 

S. 0. OF INDIANA): 
. t] Following advertisements in dailies 
will feature a celebrities campalgn. 
picturing famous stars as they try 
out the starting qualities of the new 
product. For this series, releases 


were secured from the four Marx 
Brothers, Harold Lloyd, Fred Stone 


CAMPAIGN ON GAS and his daughters, and others. 


Exaggeration Is Used 


Chicago, Nov. 12.—Marking intro-| After letting humorous headlines 
duction of a new fast-starting and|@nd striking photographs of thc 
quick-warming winter gasoline,| Stars draw attention to the fast-start 
Standard Oil Company (Indiana) ing theme, the copy admits that the 
yesterday opened a barrage of ad- scenes portrayed are actually exag: 
vertisements in 1,565 newspapers in gerated in order to convey the idea, 
18 Middle Western and Western but assures that a new experience 

in starting and warming up an en- 
states. gine is in store for the motorist who 

Radio announcements were made@|rojows the celebrities’ choice of wii- 
the evening of Nov. 10, in connection 


ter gasoline. 
with the Jack Hylton orchestra] The advertisements range in size 


broadcast from 19 stations in the/from 1,260 lines in the metropolitan 
same territory, which includes Mich-|papers at the outset to 40 lines in 
igan, Indiana, Illinois, Wisconsin,|other newspapers. 

Missouri, Iowa, Minnesota, the Da-| Circulation of newspapers used 
kotas, Kansas, Colorado, Wyoming|totals more than 12,000,000 and mes- 
and Montana. Posters, station ban-|sage delivery is estimated at 261,- 
ners and other printed matter also|000,000 for the campaign. In addi- 
described the new gasoline on the/tion, 17 farm papers with a circula- 
introduction day. tion of more than 5,000,000 will be 

The original advertisement, print-|employed. 

ed in color in a dozen newspapers| With the announcement of the 
and in black and white in all others,|new product, the Jack Hylton radio 
announced that “the fastest-starting|program began to serve the primary 


BACK WITH SMASH 


Y THE FASTEST-STARTING 
5 GASOLINE IN STANDARD OlL 
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_STANDARD OIL SERVICE — 


Introductory copy in the smashing new 

drive for Standard Oil Company of In- 

diana, which appeared in newspapers 
throughout the company's territory. 


advertising purpose for which it was 
recently brought from England. Four 
earlier concerts had served princi- 


FTER the first On-ing and aH-ing is finished, 
its up to the dealers to get prospects into 
their showrooms. 

The classified telephone book helps get them 
there. Helps—by telling prospects where to find 
the nearest authorized dealer. Dealers are listed 
under the product names. Prospects can quickly 
locate the nearest place where they can buy a new 
model or get expert service. 

Isn’t it just as important that your dealers should 
be easy to find? 


AMERICAN TELEPHONE & TELEGRAPH COMPANY, Trade Mark Service Division 


195 Broadway, New York 
(EXchange 3-9800) 


311 W. Washington St., Chicago 
(OFFicial 9300) 


pally to establish the audience and 
identify the sponsor. Commercials 
will now acquaint listeners with the 
qualities of the new Standard prod- 
ucts, 

To merchandise the advertising 
and tie in with a sales campaign, 
Standard began dealer meetings 
throughout its territory early in Oc- 
tober. By means of slide films, lec- 
tures, and a special “volatility dem- 
onstrator,” dealers were told all 
properties of the new fuel. A sound 
film also depicted its qualities and 
gave them a preview of both the 
newspaper advertising campaign and 
the Hylton radio show. 

The whole campaign is one of the 
largest Standard has ever instituted 
in the winter season. McCann-Erick- 
son, Inc., Chicago, is in charge. 


N. P. A. Issues Warning 


on Photo Copyrights 

A bulletin recently issued by the 
National Publishers’ Association, 
New York, warns members that ex- 
treme care should be taken, includ- 
ing the securing of a release of lia- 


bility from advertisers or their 
agencies, in the use of copyrighted 
photographs. The copyright law 


makes no exception for innocent in- 
fringement, it says, commenting on 
the fact that some publishers have 
recently been threatened with law- 
suits. 


Prospects can easily locate 
dealers for these automotive 
products. They just look in 
the classified telephone book. 


Buick — ; 

Cadillac 

Chrysler 

De Soto 

Dodge 

Duco Refinishing 
Duplate Safety Glass 

Exide Batteries 

Gatke Brake Lining. 
Globe Batteries 

Goodrich Tires — 
_ Goodyear Batter 

Goodyear Tires 
Hertz Truck Lease 
Service 


LaSelie | 
lockheed Hydraulic. 
Brakes 
L-O-F Safety Glass 
National Batteries 
Oldsmobile 


Pontiac i 

Prest-O-Lite Saitecies 

Ramco Piston Rings 

‘Seikerling Tires | 

7 USL Batteries : 
Vesta Batteries 
Willard Batteries” 


Ad-Oddities 


Washington. D, C., Nov. 14. 
—Washington relief officials 
chuckled here at the literalness 
with which a new New Deal 
employe took her first assign- 
ment. The employe, an ex- 
waitress whose persistence in 
applying for work had landed 
her a job in the FERA press 
section’s clipping bureau, was 
told to read a stack of news- 
papers and clip every story 
dealing with relief. 

She went to work with ad- 
mirable vigor. Her clippings 
were rushed to Administrator 
Harry Hopkins and his chief 
assistant. Among them, they 
found a patent medicine adver- 
tisement headed: “Relief for 
constipation, headaches or pe- 
riodic pains.” 


Photo Used in 
National Copy 
Shown Locally 


St. Louis, Mo., Nov. 14.—Scruggs 
Vandervoort & Barney, St. Louis de- 
partment store, has made an impres- 
sive tie-up, by means of an unusual 
full page advertisement in the St. 
Louis Globe-Democrat, and _ other 
local promotion, with its national 
advertising in Harper’s Bazaar for 
November. 

Promoting the store’s fashions for 
formal dress, the advertisement in 
Harper’s Bazaar pictured a model 
wearing a striking evening gown. 
The copy contained only the words, 
“In St. Louis, It’s Scruggs Vander- 
voort & Barney.” 

In developing the Globe-Democrat 
copy, the photograph used in the na- 
tional advertising was reproduced, 
and placed in the center of the page. 
Surrounding it were line drawings 
of other evening fashions carried 
by the store. Text, describing the 
various gowns, emphasized the 
words, “As featured in Harper’s Ba- 
zaar.” 

The St. Louis store was one of 
seven large department stores which 
featured evening fashions in Har- 
per’s Bazaar, each with a page adver- 
tisement. A two-page spread in the 
magazine listed the stores, and 
showed 33 gowns, each of which was 
numbered. Copy beneath the name 
of each store gave the fashions by 
number, which could be purchased at 
the individual store. The _ stores 
listed were: Filene’s, Boston; Mab- 
ley & Carew, Cincinnati; Marshall 
Field & Co., Chicago; I. Magnin & 
Co., California; O’Neill & Co., Balti- 
more; Neiman Marcus, Dallas; and 
Seruggs Vandervoort & Barney. 
These stores used various media to 
tie in with the national advertise- 
ment, among them, newspapers, ra- 
dio, invitations to fashion shows, and 
house organs. 

Scruggs Vandervoort & Barney, in 
publicity material, capitalized on the 
fact that the model pictured in its 
Harper’s Bazaar copy, and then in 
the Globe-Democrat, is a Missouri 
girl. She is Betty Wyman, former 
Kansas City girl, who was named 
“the most beautiful photographic 
model in America” during an exhibi- 
tion of advertising art in New York 
this year. 

The Scruggs Vandervoort & Bar- 
ney advertisement in Harper’s Ba- 
zaar was prepared by D’Arcy Adver- 
tising Company, St. Louis. 


Luden Promotes New Way 
to Annihilate Germs 


A campaign started this month in 
a group of national magazines on a 
new product, Lozones, of the Luden 
Company, Reading, Pa., featuring the 
product as a solidified antiseptic act- 
ing not only in the mouth and upper 
throat, but also in the lower throat 
and down into the bronchial tubes. 

Lozones have been in the develop- 
ment stage several years. The claim 
is made that they are cough drops 
containing a_ solidified, absolutely 
tasteless antiseptic, and, dissolved in 
seven parts of water, equal in germ- 
killing power the government stand- 
ard for antiseptic gargles. J. M. 
Mathes, Inc., is the agency. 
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reproduction. 


THE MARKET—Big cities for volume sales. 


THE METHOD—Color advertising for ap- 
petite appeal and faithful package 


THE MEDIA— Advertising with local sales 
punch and merchandising support. 
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of was ready for the big market, THIS chandising support these papers gave us.” 
a“ WEEK was an essential ingredient in the recipe And speaking of color, he adds, “. . . appetite 
a for sales. Loose-Wiles wanted heavy circula- appeal in food product advertising depends so 
nd tion in the big cities for volume sales, and largely. on good art work well reproduced. 
- full color for appetite appeal . . . marketing Your reproductions have been all you prom- 
pl strength and true-to-life reproduction. ised. Now that our campaign is over I am glad 
>. Says R. C. Hull of the Advertising Division, to tell you that our early belief in your publi- 
= “THis WEEK, with twenty-one excellent papers cation has been justified.” 
“ in major markets, fitted into our plans perfectly. THis WEEK’s high-speed gravure process 
". It was among the first publications considered.” puts magazine color on a mass market basis 
- Loose-Wiles required merchandising sup- .-.and at the lowest rate per page per thou- 
ad port, the kind of local merchandising influ- sand. Its 4,250,000 families concentrated in 
- ence and dealer cooperation that gets goods America’s richest market (circulation in trad- 
. featured and displayed. Mr. Hull continues, ing areas 3 to 5 times as strong as national 
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MISSOURI TAX 
RULES CLARIFIED 


St. Louis, Mo., Nov. 15.—Regula- 
tions clearing up the administration 
of the Missouri act imposing one per 
cent sales tax on all forms of adver- 
tising have been issued by the state 
auditor. 

The act imposes “a tax equivalent 
to one per cent of the amounts paid 
or charged for advertising of what- 
ever kind or character to be pub- 
lished in newspapers or magazines, 


or to be displayed on billboards or 
other kinds of indoor or outdoor 
advertising devices or to be broad- 
cast over radio stations or to be 
displayed by any stereoptican or 
motion picture.” 

However, the state auditor’s ex- 
planation points out that no attempt 
is to be made to tax interstate ad- 
vertising, and that sales of advertis- 
ing to advertisers, where the contract 
for such advertising is entered into 
outside the State of Missouri, or 
where the cuts, plates, mats, ma- 
terials, information, intelligence or 
copy are received by the publisher 
from outside the state, are not tax- 
able. 

This type of advertising is classi- 
fied as national, and is to be shown 


on the tax return as interstate com- 
merce, and not subject to taxation. 


Much Bookkeeping 


On intrastate advertising, or that 
which originates within the borders 
of Missouri, the tax must be paid, 
except that no tax need be paid for 
such portion of the publisher’s cir- 
culation which lies outside of the 
state. The tax is to be computed in 
the ratio that the publisher’s circu- 
lation and distribution in Missouri 
bears to the total circulation and 
distribution of the advertising. 

The tax is assessable on all types 
of intrastate advertising including 
display, classified, and legal, without 
regard to what it advertises or who 
pays for it, except that legal adver- 


tising by the federal government, 
when paid for by the government, is 
not taxable. Advertising of the state 
itself, or of any political subdivision, 
is taxable. 


The tax must be computed on the 
monthly gross bill, and returns must 
be filed by the publisher each month. 

The same general principles which 
apply to advertising in newspapers 
are also applicable to advertising in 
magazines and over the radio, as 
well as to all other forms of indoor 
and outdoor advertising specified in 
the act; except that in the case of 
outdoor advertising, motion pictures 
and similar classes, no question of 
circulation within and without the 
state arises, and the tax must be 
paid on all “local” advertising. 


Out of the work of these met tes: cozes ofoin0: 


came the FACTS! 


— That changed the whole automotive advertising picture! 


BOVE is a group of automotive counter 
men, salesmen and clerks, experts in 

their line, which consists in this case of iden- 
tifying and classifying those mysterious parts 
numbers which appear on the invoices on the 
table in front of them. These invoices, loaned 
by jobbers, dealers and repair shops to the 
Chilton Company, were a part of the sources 
from which the monumental Chilton Investiga- 
tion into the wholesale and retail divisions of 


the industry was developed. 

This investigation, costing well over $50,000, 
resulted in a mass of entirely new sales data 
of immense value to manufacturers selling to 
this field, but also it established the three new 
Chilton trade publications shown below— 
AUTOMOBILE TRADE JOURNAL, MOTOR 
WORLD WHOLESALE and MOTOR AGE. For 
the investigation showed emphatically the need 
for specific business papers for each of the 


three branches of the industry —car selling, 
wholesaling and maintenance. 

The establishment of these papers permits 
the advertiser interested in the automotive field 
to select his markets with a PRECISION and 
ECONOMY heretofore impossible of attainment 
—and to reach with any or all these publica- 
tions 85% of the buying power at a cost that 
is astonishingly low. Write for the FACTS! 


AUTOMOBILE 
TRADE JOURNAL 


is a specialized modern business publication, 
edited exclusively for the automobile dealer. 


MOTOR WORLD 
WHOLESALE 


is a new type of business paper, edited ex- 
clusively for automotive jobbers and salesmen. 


is a practical shop and business paper, edited 
exclusively for the independent automctive 
maintenance man. 
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NTERES ys 


J. Frank Grimes, president, and J. D. 

Godfrey, chairman of the board of In- 

dependent Grocers’ Alliance, demon- 

strate the tiny model store which helps 

add new members to the voluntary chain 
to Lucille Rutland. 


MINIATURE STORE 
TELLS IGA STORY 


Chicago, Nov. 12.—To make it easy 
for a merchant to visualize the ad- 
vantages which IGA membership of- 
fers him, a miniature model store 
has been developed by Independent 
Grocers’ Alliance, voluntary cooper- 
ative group with headquarters here, 
in connection with its drive for 1,000 
new members by Dec. 15. 

In presenting advantages of IGA 
membership, the IGA supervisor en- 
ters the store of the prospective 
member with the miniature under 
his arm. A name plate on the front 
of the model carries the firm name 
of the prospect. The model store is 
made of heavy cardboard with a 
bright, attractive store front in IGA 
colors. The walls on the interior of 
the miniature depict a modern IGA 
store, with fruit and vegetable wall 
rack, and shelving, 

Tiny counters, meat cases, bread 
stands and display fixtures, all to 
scale, may be moved about at will 
by the prospective member to de- 
termine the type of layout which 
would be most effective in his re- 
modeled store. Replicas of mass 
displays are placed in_ strategic 
points around the store to demon- 
strate “IGA Power Merchandising.” 
The store is approximately 16 by 
27 inches. 

Along with the showing of the 
miniature store, the IGA supervisor 
displays a portfolio setting forth 
IGA aids in merchandising. 

The membership expansion pro- 
gram is taking place in territories 
where IGA is now operating. 


Connoisseurs Get 


Limited Edition List 
Illustrating the trend toward 
greater use of art in business is the 
recent publication of a wine list by 
Greig, Lawrence & Hoyt, Ltd., New 
York. The publication, entitled 
“Voici des Vins,” was printed in 
Baskerville types by the Printing 
House of William Edwin Rudge 
with woodcuts by Channing Smith. 
It was known, according to Doug- 
las Smith, of the House of Rudge, 
that there are probably not more 
than 5,000 connoisseurs in America 
capable of appreciating the vintages 
and spirits listed. The task was to 
create for this discriminating group 
a piece of printing that would sym- 
bolize the vintages and spirits listed. 
Woodcuts suggesting the regions 
producing the various’ vintages 
helped to give the desired tone. Pro- 
vision for numbering the books 
placed them in the limited edition 
category. 


‘DO-X’ Infringed by 
‘D-X’, Allegation 

Allison DO-X Company, Indianap- 
olis, has filed suit in the superior 
court at Indianapolis, asking dam- 
ages of $2,500,000 for alleged trade- 
mark infringement by Mid-West Pe- 
troleum Corporation. 

The latter’s trade-mark for anti- 
knock gasoline compound, ‘D-X’, is 
without legal registration, the suit 
alleges. 
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HORMEL BRINGS 
OUT FOUR NEW 
KINDS OF SOUP 


Los Angeles Gets First Ads 
of Campaign 


New York, Nov. 14.—With opti- 
mism holding full sway in the soup 
field, the stork this week delivered 
a new set of quadruplets to the 
George A. Hormel & Co. family, rais- 
ing the total to 12. 

The first copy on the quadruplets 
appeared in Los Angeles this week. 
The advertising of the four soups— 
noodle, cream of mushroom, vege- 
table-beef and cream of tomato—is 
breaking in different parts of the 
country at different times. The cam- 
paign is built around the slogan, 
“Double your money back if this is 
not the finest soup you've tasted.” 

In New York, the first copy will 
appear within the next few weeks. 
The opening dates for Chicago, De- 


troit, Boston, and Cleveland have not 
yet been decided definitely. The 
campaign will consist of newspaper 
advertising and 24-sheet postings, 
along with some radio. 

Within the past several days, 30 
leading food editors in New York 
City were apprised of Hormel’s 
most recent “blessed event” when 
market baskets, tied in gay pink and 
blue bows and adorned with a very 
knowing looking stork, were set out- 
side their doors. Each basket con- 
tained eight cans, two each of the 
new Hormel products. 


Will Make a Big Stir 


Addition of these items to those 
already on the market, and the at- 
tendant advertising and promotion, 
probably will serve to give soups 
even greater prestige in the realm of 
foods. The reason why grocers re- 
gard soups as their livest subject of 
conversation is generally ascribed to 
the attention and promotion given 
them by the four leading soup pro- 
ducers, Campbell, Heinz, Hormel and 
Phillips. 

In the past few years, soups have 
enjoyed a higher percentage of sales 
increase in retail food stores than 
any other grocery line, it is reported. 
The national advertising has been 
compelling and has developed a new 
spot for the product as a major item 


in the meal. To this end, the soup 
companies have developed a heavier, 
more nutritious soup, which, taken 
with a salad and dessert, makes a 
meal in itself. 

Fully 70 per cent of the Hormel 
national advertising recently has 
been devoted to soups. In magazines, 
the split has been about even, on 
chicken, soup and ham. Hormel’s im- 
portance in the soup field has been a 
matter of development during the 
past two or three years, during 
which the first eight Hormel soups 
were introduced. 

Batten, Barton, Durstine & Osborn, 
Inc., is the agency. 


John M. Lansinger 
Forms Agents’ Bureau 


John M, Lansinger, formerly pub- 
lisher of College Humor and Real 
Detective, has formed J. M. Lans- 
inger, Inc., Guaranty Bldg., Holly- 
wood, Cal., to represent literary 
agents in the movie capital. 

Associated with him is Dorothy 
Ann Blank, formerly associate editor 
and editor of College Humor. 


F. B. Blair Dies 
Frederick B. Blair, president for 
the past eight years of Midland 
Broadcasting Company, operator of 
radio station KMBC, died at his 
home in Kansas City Nov. 9 follow- 
ing a short illness. 


FIVE FEATURES THAT FAVOR 


ADVERTISERS 


Advertising in the Weekly Magazine Section of The Christian Science 
Monitor appears under the most favorable conditions . . . 


In company with creditable, high-type advertising. 


Beautifully reproduced in rotogravure. 


2. 
3. 
4. Higher visibility on half-size page. 
5. 


. In association with editorial matter that is interestingly written and authoritative. 


Assured of “long life" in a big family of interested, responsive readers. 


Rates, discounts, and information on the Monitor's dealer co-operative 
service will gladly be supplied by any Monitor Advertising Office. 


THE 


CHRISTIAN SCIENCE 


MONITOR 


Published by The Christian Science Publishing Society 


Boston, Massachusetts 


Branch Offices: New York, Chicago, Detroit, St. Louis, Kansas City, San Francisco, 
Los Angeles, Seattle, Miami . . . London, Paris, Geneva 


NEW APPEAL IN COPY FOR HOME SCALES 


—not 


inches. Yet 
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PETITE atc purrose 525 


personal 
CERTIFIED ACCURATE. 
And this new apartment 


Leading department, hard: 
stores now sell or will get any Hanson Scale for you. 


"All tolerances are certified from 1 to 175 Ibs, 


WEIGH MASTER °12°95 


How much do you weigh today 


your shoes, dress and coat 
—but you yourself? 


‘OU can’t afford to guess about your weight. You 
should: know — for your health’s sake. You can 
know, if you have this accurate new Hanson Apartinent 
family scale in the privacy of your bath or bedroom. 
This new scale is as dainty as a watch — and as com- 
pact. Fits into the smallest bathroom—only 8 x 106 


it is a genuine Hanson Scale, individually 


tested and CERTIFIED ACCURATE. 


new genuine 


HANSON ,$3% 


Apartment Scale 


So accurate that it weighs chil- 
dren with the same certainty 
as adults. Very few scales do 
this, but this Hanson Apart- 
ment Scale is made with sensi- 
tive Swedish steel springs. Built 
with watch-maker precision, 
individually tested and guar: 
anteed for 5 years against 
mechanical defects. 

Do not confuse this Hanson 


ONLY 


scale is truly a little beauty! 
Colorful—to match decorative 
schemes. And so small it slips 
into the corner or under the 
lavatory. Weighs up to 250 
pounds. Rubber mat insert 
provides sure footing. Rounded 
corners for easy cleaning. Chro- 
mium trimmed with durable 
enamel finish in Black, Green, 
Ivory, Orchid, Red, Blue or 
White. Guaranteed accurate 
within 16 ounces up to 175 
pounds, HANSON SCALE 
CO., (Est. 1888), 523 N. Ada 
St., Chicago. 


and indep 


dent drug 


RSONAL SCALE THAT BEARS A CERTIFICATE OF ACCURACY 


iS) 


HI-DIAL 1885 


"How much do you weigh—not your shoes, dress and coat—but you yourself?", 
asks this newspaper copy for Hanson Scale Company, Chicago. 


Seek New Name 
For Old Remedy 


New York, Nov. 13.—Three test 
cities in New York State have been 
selected by the Seebasco Labora- 
tories, Philadelphia, for campaigns 
designed to obtain, if possible, a 
shorter, more suitable name _ for 
Quan-da-sac, an external rubbing 
ointment for coughs, colds and other 
forms of congestion. 

Quan-da-sac is the name applied 
to the product for the past 50 years. 
It has been advertised spottily in the 
past. Last year, for example, copy 
ran in the Syracuse Post-Standard 
and a few neighboring newspapers 
in that market area, as well as in a 
few towns in Pennsylvania and New 
Jersey. With the control of the com- 
pany in new hands, the campaign for 
a new name was instituted. 

Before breaking the upstate cam- 
paign, the company, whose advertis- 
ing is in charge of the Andrew Cone 
Agency, New York, engaged in in- 
tensive sales work among dealers. 
This work embraced installations of 
stock, window trims, counter displays 
and leaflets. 

The first copy of the new campaign 
appears next Monday. Alternating 
450-line and 200-line copy will appear 
twice weekly in the Syracuse Post- 
Standard and Journal, Utica Observer- 
Dispatch and Binghamton Press. 

The prize contest covers both con- 
sumers and druggists. At its close, 
another type of sustaining copy will 
be used and the campaign will be 
extended to other cities. 


“Times’” New Service 

Nathan W. Goldstein, with the 
New York Times 11 years, has been 
appointed to the newly created posi- 
tion of traffic manager. He will have 
charge of the publication office, of 
production and other services for 
advertisers. For the past few years 
he was assistant to J. H. Trueper, re- 
tail advertising department. 


Athol to Marsh 


Athol Mfg. Company, New York, 
has appointed Terrill Belknap Marsh 
Associates, with Ben T. Givaudan, Jr., 


as account executive. The book 


cover manufacturer will use business 
papers and direct mail. 


| . Oh Baby.4jost ow op 


and 24 more 
subjects BOXED 
FOR GIFTS! 


The Remembrance 
With a Smile.... 


Heavy Art Paper, Sheet 
914x124, Cellophane Sealed 
in a Colored Box. 


“DOGS” by Zito 
The famed caricaturist did 
“DOGS” as an escape from 
sketching the world’s most 
beautiful women .. . the 
world’s most famous men. . . 


Blue Ribbon 
Kennel Edition ....... $9. 


Special Prices on Quantities Shipped 
Your Own Labels and Your Greeting 
Cards Enclosed. 


peor gore STUDIOS 
246 5th Ave., New York 
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HELP FARMERS 
SELL BY BRAND 


Madison, Wis., Nov. 13.—The Wis- 
consin Dairy and Farm Co-operative 
has been organized here to market 
butter, eggs, potatoes, cheese, honey, 
fruit, maple syrup and other prod- 
ucts that meet standards set by the 
state department of agriculture and 
markets under a brand perfected by 
Joseph D. Beck, commissioner of 
the department, and registered with 
the secretary of state. 

The brand is a red banner on a 
white background with the name 
“Wisconsin” printed in white letters. 
At the top is the seal, in black, con- 
taining a white outline of the state 
and the words “Seal of Approval.” 
At the top of the seal are the words, 
“Wisconsin Department of Agricul- 
ture and Markets.” Two farmers, 
one carrying a milk can and the 
other a basket of potatoes, stand on 
either side of the seal. 

Commissioner Beck, after inves- 
tigation over a number of years, has 
convinced farmers that Wisconsin 
brand products will bring higher 
prices than the regular market. As 
an experiment he secured through 
the dairy and food division a ship- 
ment of butter for the Boston and 
New York markets, which brought 
considerably more than the regular 
market price with 2,000,000 pounds 
of Wisconsin brand butter reported 
contracted for next year by a Boston 
merchant, while New York mer- 
chants declared that the Wisconsin 
brand butter might bring as much 
as ten cents a pound more than the 
regular market price for just ordi- 
nary butter. 

The first shipment of eggs to New 
York under the new plan was de- 
clared a success with prices $480 a 
car above the Chicago market, while 
potato growers were reported as re 
ceiving twice as much cash for their 
product under the brand name. 

Declared as another desirable fea- 
ture of the plan is the fact that it 
is costing the farmers nothing for 
warehouses or for borrowing money 
for marketing. Farmers get their 
money within ten days after ship- 
ment is made, it was said. 


Soap Sculptors Compete 


Small Soap Sculpture Committee, 
80 E. 11th St., New York, is offering 
prizes totaling $2,500 to amateur and 
professional sculptors throughout the 
country entering the 12th annual 
competition for small sculptures in 
white soap. Information concerning 
the competition is obtainable through 
the offices of the committee. 


Sears Appoint Groet 


John Groet, recently in charge of 
special promotion for Sears, Roebuck 
& Co.’s State St. Store, Chicago, and 
previously district manager on the 
West Coast, has been appointed ad- 
vertising manager of Sears in Cin- 
cinnati. 


To sell to hotels, use 


TetoteLYanhb 


Published by JOHN WILLY, INC. 
Merchandise Mart, Chicago 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V., 116 S. Mich. Blvd., Chicago 


2a BE 
LABELS-SEALS 


All kinds for packagi: 


Lang» 

CEEAMEL 

COTTAGE 
CHEESE 


advertising. : 
ing, practical designs. Write for 
free samples and prices. 


ST. LOUIS STICKER CO. 
1912 SET ~~ ST. 


. decorations, 
Address labels. Strik-! 


been appointed by Waters-Genter 
Company, Minneapolis, Minn., divi- 
sion of McGraw Electric Company, 
for advertising of its commercial 
equipment department. This includes 
promotion of the Toastmaster and 
the company’s new product, the 
Toastmaster Coffee Maker, for com- 
mercial use. It does not affect con- 
sumer advertising of these products. 


“Journal” Shifts Staff 


James B. Young, who has been 
managing editor of Chicago Journal 
of Commerce, has been named as- 
sistant editor, a newly created posi- 
tion. William L. Ayers, financial 
editor, becomes managing editor. 
Hector Elwell, formerly assistant 
managing editor, is now news editor. 


Third Program 


Detroit, Mich., Nov. 14.—The Ford 
Motor Company will inaugurate a 
new series of weekly radio programs, 
presenting Jose Manzanares and his 
South American orchestra, on Dec. 
1, as promotion for its new Lincoln- 
Zephyr car. 

The program will supplement the 
Ford Sunday Evening Hour, and the 
Ford program on Tuesday nights, 
Fred Waring’s Pennsylvanians, both 
heard over the complete CBS net- 
works. It will be broadcast over an 
extensive coast-to-coast CBS network 
from 2:30 to 3 p. m., EST, each Sun- 


cently completed a season of twice- 
daily concerts in the Ford building 
at the California Pacific Interna- 
tional Exposition in San Diego. 

Playing a variety of music, rang- 
ing from tangos and rhumbas to in- 
termezzos and the classics, the ten- 
piece Manzanares orchestra is al- 
most entirely comprised of women. 
Two soloists on the programs will 
include Manzanares himself and a 
young singer, Dolores. 


Greenleaf to Move 
A. E. Greenleaf Advertising Agency, 
Boston, will move shortly to new 


= larger quarters at 20 Newbury 
43 


M. M. Roberts has been appointed 
sales promotion manager for Hudson 
Motor Car Company, Detroit. For 
six years Mr. Roberts was assistant 
advertising manager of the Olds 
Motor Works, and after that, served 
in various sales promotional capaci- 


ties for the Buick-Olds-Pontiac or-* 


ganization, and as assistant manager 
of the Cleveland zone for Pontiac. 
Mr. Roberts left this position to 
engage in direct merchandising, as 
general manager for Columbus Buick 
Company, Columbus, Ohio. 


N. B. S. Plans Meeting 


National Brands Stores’ second 
annual convention will be held at 
the Medinah Athletic Club, Chicago, 
Jan. 17-18, 1936. 


35,000 


Frances Northcross, Director, Herald Home- 
makers’ Club, demonstrating at one of the 
Club’s monthly meetings. 


Weigh the worth ofAmerica’s markets, 
one against another . .. and Washington 
emerges FIRST. 

FIRST in per Capita Food Sales — $124 
FIRST in per Capita Total Retail Expendi- 
ture — $496 

FIRST in Ratio of Population Buying New 
Cars — 38 per 1000 


FIRST in Ratio of Population Filing In- 
come Tax Returns — 142 per 1000 


108,682 


188,062 


Readers 
Readers 


DaiWy..., 


Sunday... 


PERSONAL DEMONSTRATIONS 


Thirty-five thousand Washington wo- 
men during the 1934-35 season attended 
the Herald Homemakers’ Club monthly 
parties and the weekly meetings of the 
Herald Kitchen conducted by the Herald 
Homemakers’ Department — to listen to 
authoritative and interesting talks on 
food, to witness dramatic demonstrations 
of products and to test recipes. 


Herald advertisers can 


utilize these 


facilities. Such a concentrated personal 
selling force means more sales. 


No Washington newspaper has as close 
friendship with its women readers, main- 
tains as intimate contact and elicits as 
much response. Edited by a woman, Mrs. 
Eleanor Patterson, the Herald devotes 
more effort to features and special articles 
of feminine appeal — including a daily 
food column and from five to seven food 
pages on Saturday — than does any other 


paper in the city. 


The Herald influence upon Washington 
women brings results to grocery stores 
and national food advertisers. Conse- 
quently, these advertisers in the first eight 
months of 1935 increased their space in 
the Herald 48% over the same period 


in 1934. 


In Washington and suburbs the morn- 
ing Herald reaches 88,000 families (1 out 
of 2). Home-delivered 61,000. The Sun- 
day Herald reaches 118,000 families 
(2 out of 3). Home delivered 90,000. 


sneMerall! ot 


THE WASHINGTON HERALD 


Washington 


PAUL BLOCK AND ASSOCIATES - National Advertising Representative 
SAN FRANCISCO e NEWYORK @ DETROIT @ BOSTON e CINCINNATI e PHILADELPHIA @ LOS ANGELES e CHICAGO 
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N.1. A. A. Releases 
New Budget Study 


The National Industrial Advertis- 
ers Association has issued “A Sur- 
vey of 1935 Industrial Advertising 
Budgets,” which was made for the 
national association by the advertis- 
_ing budget committee of the Milwau- 
kee Association of Industrial Adver- 
tisers. 

A total of 79 questionnaires was 
analyzed to provide the detailed 
budget information included in the 
mimeographed report, copies of 
which may be secured from N. I. A. 
A. headquarters, 100 E. Ohio St., 
Chicago, at $1 each. 


Huber & Creeden Named 


Huber & Creeden, Boston, Mass., 
have been appointed to handle adver- 
tising of Nickerson the Haberdasher, 
and to direct advertising and public 
relations activities of the Puritan 
League, both accounts in Boston. 


P. O. Palmer, of 
Radio Fame, Is 
Taken Suddenly 


Chicago, Nov. 14.—Philip O. Pal- 
mer, president of the Chicago adver- 
tising agency of that name, died at 
his home at 180 E. Delaware place 
Tuesday of heart disease. Mr. Pal- 
mer, who was only 44 years old, was 
credited with operating the oldest 
agency outside of New York spe- 
cializing in radio. 

He served the Thomas Cusack 
Company in the early part of his 
business career and later became 
one of the principals in Bailey, Wal- 
ker & Palmer, general advertising 
agency. Upon the death of Mr. 
Bailey, in the late 20’s, the agency 
was dissolved and Mr. Palmer 


formed his own agency to specialize 
in the then infant radio. He has 
since placed the radio advertising of 
several important national accounts. 

Funeral services for Mr. Palmer 
were held today. According to pro- 
visions made by the advertising 
man, the body will be cremated. 

The agency will continue to op- 
erate offices in Chicago, New York 
and Los Angeles without change of 
policy or personnel. 


Names Photographer 


Althea Studios, Inc., New York, has 
been appointed photographer to the 
Federal Catalog Builders, with H. 
Schwerin as contact executive. 


Greenleaf Appointed 


The Greenleaf Company, Boston, 
has been appointed for advertising 
of Tillman Survey, a financial serv- 
ice. 


E. L. Sylvester Joins 
Geyer, Cornell, Newell 


Elmer L. Sylvester, formerly 
sales manager of the heating and 
winter air conditioning division of 
the Deico Appliance Corporation, 
Rochester, N. Y., has joined Geyer, 
Cornell and Newell, Inc., New York, 
as account executive. 

Before his Delco connection, he 
was with Delco’s predecessor, North 
East Electric Company, and served 
as sales manager for the Wheeler 
Refrigeration Company, General Elec- 
tric distributor. 


Name Benson & Dall 


Benson & Dall, Inc., Chicago, has 
been appointed to handle advertising 
of Bon Kora, product of Battle Creek 
Drugs, Inc., Battle Creek, Mich., and 
advertising of the home treatment 
division of The Thomas’, Chicago, 
hair and scalp treatment. Roland J. 
Dooley is the executive for both ac- 
counts. 


New York 
“I. A. KLEIN, INC. 


Chicago 
J. E. LUTZ 


The DETROIT NEWS 


A\nnounces 
the Appointment of 


WILLIAM H. MOORE 


as 


General Advertising Sales Manager 


BRICE McQUILLIN 


as 


National Advertising Manager 


EDWARD B. HOUSEAL 


as 


Local Advertising Manager 


H. C. PATERSON 


as 


Advertising Counsellor 


The Detroit News 


U. S. INCOMES 
DURING 1934 
UP 9 BILLION 


Washington, D. C., Nov. 12.—The 
Department of Commerce reported 
yesterday that public income rose 
to $48,561,000,000 in 1934 from $41,- 
889,000,000 in 1933. 

Public income in 1932, low of the 
depression, was $39,545,000,000, and 
in 1929, $81,034,000,000. 

Expansion in income during 1934, 
the department reported, was 
strongly influenced by higher com- 
modity prices and heavy govern. 
ment expenditures for relief and 
public works. 

The department said that the $9,- 
000,000,000 gain in income in the 
last two years resulted in a “lessen- 
ing draft’ on business resources for 
maintenance of wages, salaries, divi- 
dends and other expenses. How- 
ever, a deficit of $1,628,000,000 is 
shown after these outlays for 1934. 
In 1932, the deficit reached $8,817,- 
006,000. 

Declines in incomes produced in 
private industries from 1929 to the 
low for the depression varied from 
30 per cent in the electric light 
and power and manufactured gas 
industry to 82 per cent in the con- 
struction industry, the survey said. 

“From 1932 to 1934 agriculture 
showed a gain in income produced 
of 91 per cent, mining registered an 
increase of 78 per cent and manu- 
facturing showed a rise of 74 per 
cent,” the department reports. “In- 
come produced in the agricultural 
industry increased from 33 per cent 
of the 1929 level in 1932 to 62 per 
cent in 1934.” 

The department survey shows 
that from the record in 1929, pub- 
lic income fell to $67,917,000,000 in 
1930 and to $53,584,000,000 in 1931. 

The government in 1929 paid out 
$6,805,000,000, which was increased 
to $8,381,000,000 by 1934. The work- 
relief program accounted for $1,389,- 
900,000 in 1934, against nothing in 
1929. 


Hiram Walker’s 
Window Display 
Hurdles Seasons 


Detroit, Mich., Nov. 14.—An un- 
usual holiday window display, with 
which a liquor dealer is able to 
transform a Christmas window into 
a New Year’s window, is being of- 
fered to dealers by Hiram Walker, 
Ine. 

The display consists of two 
shelves, for showing of bottles of 
whiskies, gins, cocktails and cor- 
dials. Above the shelves are three 
panels. A big Christmas illustration 
on the center panel is removable 
without disturbing the display. On 
the morning after Christmas, the 
dealer simply reaches over the back 
of the window and lifts off the 
Christmas illustration. Another il- 
lustration, suitable for New Year’s, 
is already in place. The display, in- 
cluding shelves and panels, is all in 
one piece. 

The Christmas illustration bears 
the slogan, “Give Christmas Cheer 
—Give Hiram Walker’s.” The sec- 
ond illustration says, “It’s Hiram 
Walker’s Bonded.” Both show men 
enjoying holiday cheer. The illus- 
trations are in nine colors, and the 
over-all design of the display is from 
an actual color photo of a piece of 
oak paneling. 


Knight Joins Rep 


Donald E, Knight, recently in the 
New York office, national advertising 
department of Scripps-Howard News- 
papers and previously with Ingalls & 
Snyder, financial house, has joined 
Williams, Lawrence & Cresmer Com- 
pany, publishers’ representative, New 
York, as head of its new research 
and promotion department. Some of 
his time will be given to personal 
selling among agencies and adver- 
tisers. 
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OLD AMERICAN 
WHISKY TO GET 
BIG CAMPAIGN 


Illinois Firm Breaks Copy in 
14 States 


New York, Nov. 14.—The first im- 
portant drive on any single brand of 
the American Distilling Company, 
Pekin, Ill., was launched this week in 
14 states, with extension to follow in 
other territories within the next few 
weeks. 

A list of over 300 newspapers will 
be used to feature Old American 
Brand straight rye and bourbon 
whiskies. The first advertising this 
week appeared in Maine, Massa- 
chusetts, New Hampshire, Connecti- 
cut, Pennsylvania, Virginia, West 
Virginia, North Carolina, South Caro- 
lina, Ohio, Michigan, Minnesota, 
Montana and Oregon. 

The copy will stress the fact that 
Old American is made by the largest 
producing distillery in America. Ac- 
cording to Russell Brown, president 
of the company, the distillery, which 
last year sold one in every four 
gallons of whisky in America, now is 
devoted largely to the Old American 
brand. 

Where it is legal, price will be 
emphasized. Vernon Young, mer- 
chandising manager, in this connec- 
tion declared that the campaign is a 
direct bid for a major portion of the 
straight whisky business in the $l a 
pint and under field. Old American 
90-proof whiskies, according to Mr. 
Young, were reported by the Associ 
ated Analytical Laboratories, New 
York, to have the essential qualities 
of two-year old whiskies. The cam- 
paign slogan will be “costs little. . . 
tastes like a million.” 


Hold Jobber Meetings 


Before opening the campaign, job- 
ber meetings, over which Harry 
Dunning, vice-president, presided, 
were held in key cities to explain the 
merchandising schedule. In antici- 
pation of the demand expected as a 
result of the campaign, as confirmed 
by advance orders, the plant has been 
working at capacity and has built 
up a reserve during the past year. 

The campaign will be backed by 
strong point-of-sale efforts. This is 
recognized as a vital part of the 
campaign. A window display set, 
including Radiolite cards, simulating 
Neon tubing, bottle stackers, card- 
board bottle top pieces and a large 
three-color center panel, has been 
made. The bottle top pieces contain 
pictures of famous Americans and 
pioneers who figured in early Amer- 
ican history. 

One of the interesting background 
facts brought out by representatives 
of the company in connection with 
this campaign concerns the distilling 
importance of Illinois. Despite all 
the attention and discussion of Mary- 
land and Kentucky as the foremost 
distilling states, Illinois now ties 
them from the standpoint of volume 
of whiskies produced, they say. 

American Distilling Company has 
done some advertising in the past, 
mainly in the states where packaged 
liquor is sold through state-operated 
stores. J. Sterling Getchell, Inc., is 
the agency. 


Ashburne Mente Mew 
Industrial Group 


J. H. Ashburne, Jr., assistant sales 
manager of Buhl Sons Company, De- 
troit, was elected president of Indus- 
trial Marketers of Detroit, newly 
organized group of industrial adver- 
tising and sales promotion men, at 
a meeting held Nov. 12. Other offi- 
cers are being balloted by mail. 

The next meeting will be held at 
the Book-Cadillac Hotel Dec. 10, 
when officers will be _ installed. 
Speakers will be P. J. Marshall, sales 
promotion manager of Federal-Mogul 
Corporation; E,. F, Berry, Jr., adver- 
tising manager of Udylite Company, 
and J. H. Varnum, advertising man- 
ager of Square D Company. 


NBC to Dedicate 
New Studios Dec. 1 


National Broadcasting Company’s 

new Hollywood studios, being con- 
structed at 5515 Melrose Ave., will 
be dedicated about Dec. 1, according 
to present plans. 
With completion of the new studios, 
all NBC activities in southern Cali- 
fornia will be centered in the new 
structure. 


Put Lectures in Book 


Boston Advertising Club will pub- 
lish a book based upon the 30 lec- 
tures now being presented by leading 
Boston advertising men in its lec- 
ture course, under the direction of 
Arthur M. Sherrill, chairman of the 
club’s educational committee. The 
price of the book will be $2. 


Whisky Display 
Finds Itself 
Without Home 


Chicago, Nov. 14.—Advertising men 
were mystified this week as a wreck- 
ing crew began dismantling the Goo- 
derham & Worts animated display on 
Michigan Avenue, just South of Trib- 
une Tower. The whisky advertise- 
ment, showing a couple of robot bar- 
tenders throwing cocktails together, 
went into action on Sept. 27, amid 
much festivity and excitement. 

One expert close to the situation 
said that so much difficulty has been 
experienced in keeping the mechani- 


cal bartenders at their tasks that it 
was decided to abolish the advertise- 
ment. 

General Outdoor Advertising Com- 
pany, which installed the display, 
said, however, that the property has 
been acquired by the Chicago Trib- 
une, which intends to build, forcing 
the whisky sign to suspend activities. 
It will probably be rebuilt at an- 
other site. 

This statement was confirmed by 
the office of Holmes Onderdonk, 
Tribune real estate manager, which 
declined, however, to go into details 
regarding the building to be erected. 


R. J. Sallans Dies 


Robert J. Sallans, national adver- 
tising manager of the Windsor, Ont., 


Daily Star, died in Toronto Nov. 7. 


Weld to Speak 


L. H. D. Weld, vice-president and 
director of research of McCann- 
Erickson, Inc., will be speaker at a 
meeting of the Chicago chapter of 
the American Statistical Association 
to be held at 6:15 p. m. Nov. 18 at 
the Hamilton Club. His subject will 
be “Measuring Market Potentials in 
the Post-depression Period.” Follow- 
ing the address there will be an im- 
promptu discussion from the floor, 
led by W. B. Ricketts, manager of 
the market survey section, Edwin G. 
Booz & Fry Surveys Company, Chi- 
cago. 


Retains Moss-Chase 


McKee Refrigerator Company, 
Cobleskill, N. Y., has appointed The 
Moss-Chase Company, Buffalo, to 
handle its advertising. 


as a medium for Travel advertising. 


Travel takes money and leisure. 
Harpers Magazine readers have both. 
Look at the record! The Proof is The Evidence. 


AGAIN Harpers Magazine has won the prizes of the O. Henry Memorial 
Committee. This year it has been awarded both FIRST and SECOND PRIZE 
for the best Short Stories of the year. 


ete ig 


(ho is on board this trip? 


We cannot answer for all the passengers, but we can let the readers: of Harpers 
Magazine answer for themselves. In reply to a letter from us, recently mailed, our 
subscribers are revealing an amazing Travel story. The replies not only indicate a 
tremendously high percentage of travelers, but the extremely significant fact that 
sixty-five per cent. of the trips taken were for periods of one month or longer. 


This is incontrovertible evidence of the primary importance of Harpers Magazine 


SO Se ar —l|and we have the letters for you to examine] 


We KNOW that 


88.7% of those readers of HARPERS MAGAZINE took 
trips here or abroad during 1933-1934 

65.% traveled for a month or longer 

41.% took ocean voyages 
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OVER 100,000 
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ASSETS 


Subscribers and their equivalent: Your advertising investment 
represents an equity in our readers’ buying power. Who are these 
readers, how many are there, how interested are they in Business 
Week? These factors change from time to time in every magazine 
and should be reported to the advertiser at regular intervals. 


Because Business Week edits its columns only for key executives, the 
character of its readership is clearly defined. As to numbers, the 
ABC statement of June 30, 1935, shows 92,302 paid subscribers, 
and various surveys indicate that each copy is routed around the 
office to an average of 3.7 executives. That makes an audience of 
about 350,000. 


Apropos of surveys, 14 independent studies by advertisers and 
advertising agencies in the past two years definitely prove that 
Business Week is read by more top executives than any other “busi- 
ness publication,” that it is considered the “most useful” magazine 
by most of these men, that it delivers more executive readers per 
advertising dollar than any other publication, business or general. 
These surveys, in full detail, may be had on request. 


Advertisers: An advertising medium is known by the companies it keeps in its columns. Business Week takes pride 
in pointing to the stamp of approval of America’s shrewdest advertisers-to-executives. Following is Business Week's 
imposing list—154 advertisers in the first ten months of 1935, as against 132 for the similar period of 1934. 


ADVERTISERS 


BUSINE}: 
“STOCKHOLEE 


for The Ten Monthsdin 


I N Business Week’s publishing philosophy, our subscribers and you, Mr §pertis 


You literally “own a piece” of every isswe. You have invested your moneyiur en 
lishing job. You are entitled to know, from time to time, just how good a jobfare do 


Ergo this report. 


Advertising gains: Business Week is definitely forging ahead. It 
is advancing not only due to better business conditions, but also 
because of greater recognition of its place in the advertising bud- 
get. So far this year, you and the other 153 advertisers have given | 
Business Week 611 pages of advertising; by the end of the year ) 
this figure will have passed the 725-page mark. This means a gain , 
of 17.2% for the first ten months; of at least 20% for the year as | 
a whole. Measured by any standard, in pages or percentages, | 
Business Week is recording gains larger than any other magazine 
addressed, exclusively or in part, to executives. 


Source of gains: These gains express satisfaction and results, as 
well as increased business activity. 105 of this year’s Business Week 
advertisers are with us as a result of previous, and favorable, experi- 
ence. 30 of these are using larger schedules this year than in their 
last Business Week campaign. 36 advertisers are relying solely 
on Business Week to carry specific messages to executives. 49 ad- 
vertisers are in Business Week for the first time this year. All of 


them, we have reason to believe, are making progress in that part of 
their market. 


Acme Steel Co. 
Addressograph-Multigraph Corp. 
Aluminum Co. of America 
American Air Filter Co. 
American Brass Co. 

American Can Co. 

American District Telegraph Co. 
American Express Co. 

American Sheet & Tin Plate Co. 


American Telephone & Telegraph Co. 


(Long Lines & Teletypewriter) 


American Telephone & Telegraph Co. 


(Trade Mark Advertising) 
Associated Gas & Electric Co. 
Atlas Powder Co. 

Austin Co. 
Autopoint Co. 


Babson Institute 

Bank of the Manhattan Co. 

Bankers Trust Co. 

Barron’s—The National Financial 
eekly 

Bristol Co. 

Bryant Heater Co. 

Buffalo Forge Co. 

Burroughs Adding Machine Co. 

W. P. Bushell & Co. 

A. M. Byers Co. 


Campbell-Ewald Co. 

Century Electric Co. 
Chesapeake and Ohio Railway 
Chevrolet Motor Co. 

Chicago & Northwestern Kailway 
@ity of Birmingham, England 
Clarage Fan Co. 

Keith Clark, Inc. 

Cleveland Worm & Gear Co. 
Climax Molybdenum Co. 
Commercial Credit Co. 
Commercial Factors Corp. 
Crane Co, 


Crowell Publishing Co. 
(American Magazin 


Crowell Publishing Co. 
(Woman’s Home Companion) 


Curtis Manufacturing Co. 
Cutler-Hammer, Inc. 


Davey Tree Expert Co. 

A. B. Dick Co. 

Dictaphone Sales Corp. 

Ditto, Inc. 

Dodge Division—Chrysler Motors 
Dollar Steamship 

Dur-O-Lite Pencil Co. 


Thomas A. Edison Co. 

Egry Register Co. 

Emerson Manufacturing Co. 
— Life Assurance Society of 


Erie Railroad 


Fairbanks, Morse & Co. 

Felt & Tarrant Mfg. Co. 

Firestone Tire & Rubber Co. 

Ford Motor Co. 

Fostoria Pressed Steel Corp. 
Frigidaire Corp. (Air Conditioning) 
Fulton Sylphon Co, 


General Electric Co. 
(Plant Modernization) 


General Electric Co. 
(Incandescent Lamps) 

General Electric Co. 
(Mazda Lamps) 

General Electric Co. 
(Plastics Division) 

General Foods Corp. 

General Mills, Inc. 

General Motors Corp. 

General Motors Truck Co. 

General Plastics, Inc. 

Gits Bros. Manufacturing Co. 


B. F. Goodrich Rubber Co. 
(Mech. Goods) 


B. F. Goodrich Rubber Co. (Tires) 


Goodyear Tire & Rubber Co. 
(Mech. Goods) 


Goodyear Tire & Rubber Co. 
(Tires) 

Great Southern Life Insurance Co. 

Guaranty Trust Co. 

Gulf Refining Co. 

Edwin F. Guth Co. 


John Hancock Mutual Life Insur. Co. 


Hartford Fire Insurance Co. 
Hercules Powder Co. 
Holliston Mills, Inc. 
Household Finance Corp. 


Int'l] Business Machines Corp. 

Int’! Carbonic Eng. Co. 

Int’! Cement Corp. 

Int'l Exposition Co. 

Int'l Harvester Co. 

Invincible Vacuum Cleaner Mfg. Co. 
Iron Fireman Mfg. Co. 


Jones & Laughlin Steel Corp. 


Kaufmann Bros. & Bondy 
Kelvinator Corp. 

Ketchum, MacLeod & Grove 
Koppers Products Co. 


Lancashire Travel Ass’n 

La Salle Extension University 
Leipzig Trade Fair 

Hotel Lincoln 

Lord & Thomas 

Lyon Metal Products, Inc. 


McCann-Erickson, Inc, 

P. R. Mallory & Co. 

Maryland Casualty Co. 
Metropolitan Life Insurance Co. 
Modine Manufacturing Co. 
Monroe Calculating Machine Co. 
Mutual Life Insurance Co. 


National Broadcasting Co. 

National Can Co. 

National Distillers Products Corp. 
National Machine Tool Bldrs. Ass’n 
National Surety Co. 

Neenah Paper Co. 

New England Council 

New York Life Insurance Co. 

New York Trust Co. 


Otis Elevator Co. 


Page Fence Ass’n 

Paterson Parchment Paper Co. 
Pittsburgh Plate Glass Co. 
Pittsburgh Steel Co. 
Plymouth Motor Corp. 

Power Transmission Council 
Prudential Life Insurance Co. 


Radio Station WLW 
Reading Iron Co. 

Reeves Pulley Co. 
Remington-Rand, Inc. 
Republic Flow Meters Co. 
Republic Steel Corp. 
Reynolds Metals Co. 

R. J, Reynolds Tobacco Co. 
The H. H. Robertson Co. 
Ronald Press Co. 
Rosicrucian Brotherhood 
Royal Typewriter Co. 


S. K. F. Industries 

Shick Dry Shaver, Inc. 

Securities Research Corp. 

Seiberling Rubber Co. 

W. & J. Sloane 

L. C. Smith & Corona Typewriters, Inc. 
Socony-Vacuum Oil Co., Inc. 

Standard Accident Insurance Co. 

B. F. Sturtevant Co. 

Swift & Co. 


Taylor Instrument Co. 

The Texas Co. 

Timken Roller Bearing Co. 
Toledo Scale Co. 

Toledo Synthetic Products, Inc. 
Truscon Steel Co. 


United Air Lines, Inc. (Air Travel) 
United Air Lines, Inc. (Air Express) 


Warren, Webster & Co. 

Wellington Sears Co. 

Western Electric Co. 

Western Railroads 

Westinghouse Elec. & Mfg. Co. 
(Air Conditioning) 

Westinghouse Elec. & Mfg. Co. 
(Product Modernization) 
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ou, Mrivertiser, are our stockholders. 


moneyiaur enterprise. Your dividends depend largely on our ability to do a good pub- 


1d @ jobdare doing. 


It 
also 
bud- Advertising Service Co. 
“ Aitkin-Kynett Co. 
iven Wm. B. Akin Co. 

Anfenger Advertising Agency, Inc. 
year Aubrey, Moore & Wallace, Inc. 
vain N. W. Ayer & Son, Inc. 

r as G. M. Basford Co. 

wes Batten, Barton, Durstine & Osborn 
8 ’ Bayless-Kerr Co. 

zine Briggs & Varley 


Brooke, Smith & French, Ltd. 
D. P. Brother & Co. 

The Buchen Co. 

The Glen Buck Co. 


4 k The Caldwell-Baker Co. 
ee. Calkins & Holden 


Wm. Esty & Co. 

Evans Associates, Inc. 

Evans, Nye & Harmon, Inc. 
Roberts Everett Associates, Inc. 


Farson & Huff 

Emerson Foote 

Foster & Davies, Inc. 

Chas. Daniel Frey Co. 
Fuller & Smith & Ross, Inc. 
Gardner Advertising Co. 
Ellis T. Gash Co. 
Geare-Marston, Inc. 

Gerber & Crossley, Inc. 

J. Stirling Getchell, Inc. 
Geyer, Cornell & Newell, Inc. 
The Griswold-Eshleman Co. 


Geo, J. Kirkgasser & Co. 
Knox Reeves Advertising, Inc. 
Arthur Kudner, Inc. 


Livermore & Knight Agency, Inc. 


Lord & Thomas 


MacGurney Advertising, Inc. 
Mackay-Spaulding Co. 
Marschalk & Pratt, Inc. 

J. M. Mathes, Inc. 
McCann-Erickson, Inc. 


McDaniel, Fisher & Spelman, Inc. 


McLain Organization, Inc. 
T. J. Maloney, Inc. 
Martin, Inc. 

Meldrum & Fewsmith, Inc. 


Equally imposing is the list of 94 Advertising Agencies whose keen space buyers 
recommend Business Week to their clients as the medium for reaching executives. 


ADVERTISING AGENCIES 


Reincke-Ellis-Younggreen & Finn, Inc. 
Richardson, Alley & Richards Co. 
Rickard & Co. 

C. E. Rickard Advertising A 
Ruthrauff & Ryan, Inc. sited 


Frederick Seid, Advertising 

W. H. Smith & Son, Ltd. 
Smith, Hoffman & Smith 
Stack-Goble Advertising Agency 
Daniel Starch & Staff 

Sun Advertising Co, 

The Sweeney & James Co. 


Paul Teas, Inc. 
J. Walter Thompson Company 
C. H. Trapp Advertising Agency 


» Inc. 


1) 


Ss) 


The Callaway Associates, Inc. 
Campbell-Ewald Co. 

The Caples Co. 

Cowan & Dengler, Inc. 


Hanff-Metzger, Inc. 

Hawley Advertising Co. 
Henri, Hurst & McDonald, Inc. 
The Albert P. Hill Co. 
Cramer-Krasselt Co. Hudson Advertising Co. 


Donahue & Coe, Inc. Jaap-Orr Co. 
Doremus & Co. Wm. Jenkins Advertising 


The Electrograph Co. H. W. Kastor & Sons Advertising Co. 
Erwin, Wasey & Co. Ketchum, MacLeod & Grove, Inc. 


“‘Dividends’’ to advertisers: No publication can stay in the black 
without helping its advertisers stay in the black. The earnings fig- 
ures that follow show how our advertisers are faring this year. In 
presenting them, we realize that in many cases we have been just 
one of several media used by the advertiser, that in many cases we 
have helped sell just a part of the advertiser’s line to a part of his 
market. 


Of the earnings statements available for Business Week’s 154 adver- 


LIABI 


Owed to Subscribers: Business Week’s subscribers pay some 
$450,000.00 annually for the business information contained therein. 
Business Week’s first major debt is to deliver full editorial value 
to these men. 

To do this, we give them 52 issues a year, packed with brief, timely, 
authoritative business news, written and interpreted exclusively for 
the executive—a combination such as he can find nowhere else. Each 
issue contains: 


Washington Bulletin—Weekly flashes from our own Washington 
bureau. 

Weekly Index of Business Activity—Quoted and used by newspapers 
and businesses throughout the land. 

The Business Outlook—The answer to that universal question: “How’s 
business?” 

General Business News—The latest on every front, reported and in- 
terpreted for the executive. 

New Products—that will help readers make money. 

Business Abroad—And “abroad” means news from everywhere—Can- 
ada to Cambodia—reported by cable, wireless and letter. 


O. S. Tyson Co., Inc. 
United States Advertising Corp. 
Wales Advertising Co. 


Williams & Saylor, Inc. 
William J. Williams, Advertising 


Needham & Grohman, Inc. 
Newell-Emmett Co. 


Mark O’Dea & Co. 


Platt-Forbes, Inc. 

The Powers-House Co. 
Frank Presbrey Co. 

The Procter & Collier Co. 


Young & Rubicam, Inc. 
Zimmer-Keller, Inc. 


tisers, 90.57% show a profit for the first ten months of 1935; 71.67% 
show improved earnings over the like 1934 period. 


Triumvirate of Success: The secret of Business Week’s progress 
is found in a Triumvirate of Success: Business Week is making 
money today, its advertisers are making money, its readers and their 
companies are making money. And the moral is that each member 
of this Triumvirate of Publisher, Advertiser and Reader is helping 
the other two to forge ahead to success. 


LITIES 


Money and the Markets—Banking, stocks, commodities, foreign ex- 
change, etc., etc. 

Editorially Speaking—Timely interesting side-lights on business news. 
And America’s Most-Widely-Quoted Business Editorial Page. 

All gathered and written by Business Week’s own staff and correspon- 
dents. 


Owed to Advertisers: Business Week’s next major debt is to its 
advertisers—to give them as full a dollar’s worth as possible. This 
depends on: 


Reader Interest—The above-mentioned editorial features are our tools 
for this. The result is that Business Week is invariably voted the 
“most useful” publication by business executives. 

“Useful” Circulation—Only a magazine that limits its circulation ef- 
forts and editorial appeal to executives, as does Business Week, can 
claim a minimum of “non-executive” circulation. As a result of high 
reader interest, and low waste-circulation, Business Week gives its ad- 
vertisers: 

More executive readers per advertising dollar than any other magazine 
in America! 


Measured in terms of steadily increasing “assets,” its demonstrated ability to discharge its “liabilities,” Business Week is operating today at a 
worth-while profit to its “stockholders.” We appreciate the confidence you have shown in Business Week during 1935, and the increased in- 


vestments you are already releasing to help make 1936 a banner year. 


Respectfully submitted, 


New York, October 31, 1935 


GLENN GRISWOLD 
VICE-PRESIDENT 
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New Shortening, 
Prido, Will Get 
Test Promotion 


(Picture on Page 43) 

Chicago, Nov. 14—An extensive 
test advertising campaign on Prido, 
a new shortening product, will be 
launched in five cities the second 
week in December, John Morrell & 
Co., Ottumwa, Ia., announced at a 
sales meeting here this week. 

Newspapers and six radio stations, 
in Chicago, Philadelphia, Camden, 
Minneapolis and St. Paul, will be 
used in the test. In addition, ad- 
vertising will be run in two national 
women’s magazines and four trade 
publications. Magazine copy will 
begin in January. 

The company devoted a year and 
a half of research to development 
of the new shortening. As a result 
of this research, advertising copy 
will assert that Prido is more effi- 
cient than other shortenings, and is 
25 per cent more economical to use. 
It will also stress ease of digestion, 
pleasant taste, high smoking point, 
and quick creaming. 

The market for shortening, the 
company estimates from  Depart- 


CONFIDENT TONE HELPS TO PULL ORDERS 


We are VOW 
TAKING ORDERS 


LET US FACE 
FACTS 


The freene of last December has 
be # decided shortage 
ot . delivery 


et 
avery when chev are ready to plant 
afver November 15 


NURSER ORLANDO 


The wish is father to the fact in this case. 
new seasonal drive for Glen Saint Mary Nurseries Company, has actually resulted 
in keeping the company busy taking orders. A. P. Phillips Company is the agency. 


Cece Bry Teen 


WINTER HAVEN 


Ca. 


- TAMPA 


a 


EST. 1882 


This advertisement, the first in a 


ment of Commerce statistics, is four 
times that of breakfast foods, three 
times that of coffee, and 25 per cent 
greater than that for all canned 
fruits and vegetables. 

George A. Morrell is director of 
publicity and T. G. McElroy adver- 
tising manager of the company. The 
account is handled by Henri, Hurst 
and McDonald, Inc., Chicago. 


Opens Contact Office 


Monroe F. Dreher, Inc., 951 Broad 
St., Newark, N. J., has opened con- 
ference and contact offices in the RCA 
Building, New York, continuing its 
general headquarters in Newark, 
where the agency was formed in 1926. 
Monroe F. Dreher, president, and 
Clements Bentley, vice-president, will 
be in charge of the Manhattan office. 
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Business 
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The index of general business for the past 9 months indicates that the tide has 
turned. Business is definitely on the up-grade in Philadelphia . . . America’s 


third largest market. 


Employment is steadily increasing. 


Industry is much 


power production is at a near record level. 


more active. Electric 


Retail sales, which have consistently increased since the first of the year, reached 
a new peak in September. 


For the first 9 months of 1935 advertisers used a total of 377,000 more lines in 
The Philadelphia Inquirer ...a gain greater than that of all other Philadelphia 


newspapers combined. 


National advertisers increased their space in The Philadelphia Inquirer by over 
200,000 lines . . . a lineage gain greater than all other Philadelphia newspapers. 


If you want to sell more merchandise, go where the selling is good. 


Let The Philadelphia Inquirer’s 677,135 circulation take your sales message to 
the greatest buying audience ever reached by any Philadelphia newspaper. Let 
its daily circulation of 278,360 put your advertising appeal before more readers 
than any other morning newspaper in Pennsylvania. 


Che Philadelphia Angnirer 


“Pennsylvania’s Greatest Morning Newspaper” 


NEW YORK 
H. A. McCandless 
60 East 42nd Street 


CHICAGO 

Guy S. Osborn, Scolaro & 
Meeker, Inc. 

3€9 N. Michigan Avenue 


DETROIT 
Guy S. Osborn, Scolaro & 
Meeker. Inc. 
General Motors Building 


BOSTON 
M. L. Tyler 
80 Boylston Street 


ST. LOUIS 
. A, Cour 
Globe Democrat Building 
SEATTLE LOS ANGELES 


SAN FRANCISCO 
R. J. Bidwell Co. 


“Newspaper Advertising Is Point-of-Shopping Advertising” 
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OPENS CAMPAIGN 
FOR GAS RANGE 
CONTROL DEVICE 


Robertshaw Develops Robot 
As Convenience Symbol 


New York, Nov. 14.—The problem 
of getting women to appreciate the 
value of a heat control device on gas 
ranges is being met with a vigorous 
sales promotion and national adver- 
tising campaign sponsored by the 
Robertshaw Thermostat Company, 
Youngwood, Pa. 

To lift the device above the realm 
of mere mechanical attachments into 
a sphere of important home eco- 
nomics, the company has introduced 
a miniature robot figure as its sym- 
bol for Robertshaw heat control. 
This appears in Saturday Evening 
Post advertisements and other ad- 
vertising material. 

The gas merchandising division of 
Williams & Saylor, Inc., New York, 
prior to launching this campaign 
for the device, made an intensive 
survey of gas range merchandising 
and selling. 

It is said to have found that pres- 
entation of ranges to the consumer 
consisted merely of a cold list of 
mechanical features. Nothing was 
being done to sell the benefits of heat 
control cooking. Emphasis had been 
placed on range prices and eye ap- 
peal, rather than performance. 


Convenience Featured 


Robertshaw decided to campaign 
on convenience, accuracy and per- 
fection of the modern gas range, re- 
educating public and dealers alike on 
the value and service of heat con- 
trol. The first step was to animate 
the control accessory by creating 
the robot figure and advertise the 
accessory in terms of improved cook- 
ing service to the consumer, more 
sales for manufacturers and dealers. 

The robot is featured in all con- 
sumer and trade advertising. Con- 
sumer magazine advertisements are 
headed by such statements as “meal- 
getting is easier when the robot dial 
does the cooking for you” and “bet- 
ter tasting meals go on the table 
when this robot dial is on the range.” 
The advertisements draw sharp con- 
trasts between worries of old-stove 
cooking and joys of controlled gas 
range cooking. 

A strong attack has been launched 
to capture the apartment house busi- 
ness in metropolitan New York, 
where a large percentage of poten- 
tial volume lies. The Williams & 
Saylor survey showed a replacement 
potential of 3,500,000 units in this 
market alone. 

The market heretofore has been 
considered impregnable. Utilities re- 
frained from aggressive action for 
policy reasons. Gas companies had 
been condemned in the past for per- 
mitting solicitation of tenants in in- 
direct selling missions. IIll-will of 
owners and real estate operators was 
feared, and these people give the gas 
companies a large part of their busi- 
ness. 

Four Mailing Pieces 


Robertshaw, in the present drive, 
stepped in as the spearhead in an 
onslaught on the market. The apart- 
ment house dweller is brought to 
view her position in comparison with 
that of the private home housewife 
who has the advantages of “meas. 
ured” cooking. She is advised to in- 
sist on the heat control as a factor in 
signing or renewing a lease. Efforts 
are made to convince the apartment 
wife that the matter is this im- 
portant. 

A direct mail campaign of four 
vieces was created. Headings are 
“This fall apartment dwellers are 
signing for greater freedom from the 
kitchen,” “What to look for in apart- 
ments,” “Speak up for kitchen free- 
dom” and “It’s time for a new lease 
on life in the apartment kitchen.” 
Banners identifying buildings 


equipped with the trade-marked de- 
vice are used. 


Webster Head of 
N. E. M. A. Committee 


Forrest U. Webster, manager of 
merchandise sales, Cutler-Hammer, 
Inc., Milwaukee, has been appointed 
chairman of the advertising and pub- 
icity committee of National Elec- 


trical Manufacturers’ Association, 
following its recent convention in 
Chicago. 


The committee will act as a clear- 
ing house for promotion ideas, and 
will to some extent coordinate indi- 
vidual advertising. 


Fox Pushes Canned Beer 


Fox Export beer, made by Peter 
Fox Brewing Company, Chicago, is 
appearing in a series of newspaper 
advertisements in Chicago and else- 
where. It is said to be the first 
canned beer brought out by a Chi- 
cago brewer, and the first to sell at 
ten cents. Gale & Pietch, Inc., Chi- 
cago, is the agency in charge. 


Can’t Refund Taxes 


Despite the fact that the Wiscon- 
sin chain store tax has been held 
unconstitutional by the courts, the 
state attorney general has ruled that 
no refunds may be made on the tax 
until a judgment for the amount of 
the tax is secured in court. 


IS THE 
NEWSPAPER 


SCHEDULE? 


Does it run as high as $250,000? 
If it does, you can give your 
client two full pages of news- 
paper advertising free of charge. 
= How? By making savings on 
the packing and shipping of 
newspaper electrotypes that only 
our organization can give you. # 
Our system of Localized National 
Distribution permits us to send 
electrotypes from each of our five 
coast-to-coast locations cutting 
the distribution costs and saving 
up to 63%. m Electrokit, a pat- 
ented device for mailingelectros, 
saves the cost and freight on 
heavy wooden boxes and carries 
them more safely. (We've tested 
it on more than a million plates.) 
@ Write for the detailed story of 
how you can save enough money 
to give your clients two pages of 
advertising for nothing. 


CTROTYPE 
COMPANY 


DIVISION OF THE ELECTROGRAPHIC CORPORATION 


Producers of the largest volume of Electro- 
types in the world....yet organized to 
serve you personally from Coast-to-Coast 


418 SO. MARKET » CHICAGO 


NEW YORK + INDIANAPOLIS 
DETROIT + SAN FRANCISCO 
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Perinier Tells 
Merits of Copy 


Cleveland, O., Nov. 12.—M. W. 
Perinier, vice-president of the Mce- 
Graw-Hill Publishing Company, Inc., 
listed 14 virtues of publication ad- 
vertising last week, in an address 
before the Industrial Marketers of 
Cleveland at the Cleveland Chamber 
of Commerce Club. 

“Advertising,” he said, “cuts the 
cost per call; calls more regularly; 
calls on more prospects; reaches all 
of the buying voices; builds prestige; 
sells the ‘new man on the job’; gets 
to the top-flight executives; reports 
new uses of a product and new 
economies thus effected; produces 
leads; creates sales force enthusiasm; 
sells the salesman; does the ele- 
mentary, routine sales work; aids 
dealer relations; and helps a com- 
pany to maintain its position in its 
market.” 


Retains Alfred Rooney 


Tom & Jerry, Inc., Cleveland, O., 
has appointed the Cleveland office of 
The Alfred Rooney Company, Inc., 
for advertising of Tom & Jerry bev- 
erage preparation. Newspapers, ra- 
dio, business papers and direct mail 
will be used. 


ENGRAVING 


wnesAl TYPOGRAPHY 
PRINTING 


use ONE 61 ALL 
just as YOU desire 


.»- but all are here ready to 


serve you. Speed, economy 
and satisfaction always assured 
when you use FAITHORN 3-in-1 
Service. No job is ever put 
through the Faithorn plant 
a mere matter of type, ink or 
presswork ...To us, every bit 
of engraving, printing or type- 
setting represents a message 
for your prospective purchaser 
...This is why so many of our 
customers feel that they can 
entrust the entire job to us with 
full confidence in our ability. 
There is no charge for this 
extra interest. It is part of our 
creed. The payment for it comes 
through the enthusiasm of cus- 
tomers who know they have 
found a concern that under- 
_ stands the real meaning of 
SERVICE. We are here to help 
you... Let’s get together! 
Exceptionally well fitted to submit ideas, 


make layouts, prepare sketches and draw- 
ings—through every step of production. 


Thisreduced 
advertisement 
was prepared 
bythe Faithorn 
Corporation. 


Write or Phone for 
One of Our Representatives 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 


504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


34 ADVERTISERS 
EXHIBIT AT CORN 
HUSKING CONTEST 


110,000 Farmers Attend 
Event Held in Indiana 


Newtown, Ind., Nov. 12.— The 
“world’s series” of agriculture—the 
National Corn Husking Contest— 
played to a record attendance of 
more than 110,000 farmers at the 
Mitchell farm outside of this small 
Fountain County town last Friday. 

Thirty-four commercial exhibitors 
were present to show the latest in 
farm equipment, merchandise and 
services to this vast throng, which 
had gathered to witness the culmina- 
tion of nine state corn husking con- 
tests sponsored in their respective 
territories by Prairie Farmer, The 
Farmer, Wallaces’ Farmer, Nebraska 
Farmer, Missouri Ruralist, Kansas 
Farmer, and Ohio Farmer. The 
finals were staged under the auspices 
of Prairie Farmer. 

Elmer Carlson, 26-year-old Audu- 
bon County, Iowa, boy, carried off 
top honors by husking a net of 41.52 
bushels of corn in 80 minutes. He 
was followed by Irwin Bauman, 
Woodford County, Illinois, who 
husked 39 bushels, and Lawrence 
Pitzer of Indiana, with 38.8 bushels. 

From an advertising standpoint 
the setting for the championship 
contest provided an unusual oppor- 
tunity for the display of farm ma- 
chinery, automobiles, fencing, and 
various kinds of farm equipment. 
A horseshoe curve of 70 tents, laid 
out in a 40-acre stubble field adjoin- 
ing the contest field provided space 
for 34 commercial exhibits and the 
refreshment booths of ladies’ aid so- 
cieties, American Legion units and 
others. 


Supply Wagons and Tractors 


Four wagon manufacturers sup- 
plied the latest in pneumatic-tired 
wagons for the contestants’ use. 
These were pulled by tractors fur- 
nished by nine different manufac- 
turers, all of which were pneumatic 
tired except two crawler-type ma- 
chines supplied by Caterpillar Trac- 
tor Company. 

Among the notables in attendance 
were Secretary of Agriculture Henry 
A. Wallace, who inaugurated the 
contest idea, and AAA Administrator 
Chester Davis. The event was broad- 
cast for an hour over an NBC net- 
work, and WLS, the Prairie Farmer 
station in Chicago, continued an 
account of the event: for another 
hour. 

The farm advertisers who were 
represented with commercial exhib- 
its included Allis-Chalmers Mfg. 
Company; American Steel & Wire 
Company; Ball Brothers; Bayer- 
Semesan Company; Briggs & Strat- 
ton Corporation; Caterpillar Tractor 
Company; J. I. Case Company; Chev- 
rolet Motor Company; Deere & Co.; 
DeLaval Separator Company; Dodge 
Brothers Motor Company. 

Ford Motor Company; Funk Broth- 
ers Feed Company; Indiana Farm 
Bureau Cooperative Association; In- 
terlocking Fence Company; Interna- 
tional Harvester Company; Kerr 
Glass Company; Keystone Steel & 
Wire Company; The Lehon Com- 
pany; Maytag Sales Corporation; 
Mid-States Steel & Wire Company; 
Minneapolis-Moline Power Company; 


National Carbon Company; New 
Idea, Inc. 
Oliver Farm Equipment Sales 


Company; Oshkosh Overall Com- 
pany; Perfection Stove Company; 
Phileo Radio & Television Corpora- 
tion; Plymouth Motor Corporation; 
Sherman & Sheppard Company; 
Standard Oil Company of Indiana; 
State Farm Insurance Companies; 
Wheeling Corrugating Company; 
Washburn Crosby Company. 

Several exhibitors reported that 
not only had their tents been 
crowded with visitors all day long, 
but that a surprisingly good number 
of actual sales had been made. 


held last week. 
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"STADIUM" FOR AGRICULTURE'S "WORLD SERIES" 


General view of the grounds on which the annual corn husking championship was 
In the foreground are some 70 tents, including commercial 
exhibits, refreshment booths, etc. 


To Render New Service 


A new merchandising service, to 
be rendered food manufacturers 
through their advertising agencies 
and bankers, has been evolved by 
The Kellogg Service, Inc., 15 E. 40th 
St., New York. 


Ashworth Names Metcalf 


Ashworth Bros., Inc., Fall River, 
Mass., maker of card clothing for 
cotton, woolen and worsted mills, 
has placed its account with George 
T. Metcalf, Providence, R. I. Textile 
papers will be used. 


Doney Nominated by 
Newspaper Specials 

Walter E. Doney, Texas Daily 
Press League, has been nominated 
for president of the Newspaper Rep- 
resentatives’ Association of Chicago 
on the “regular” ticket. Others on 
the slate are W. W. Ross, Williams, 
Lawrence & Cresmer, vice-president; 
John W. Cullen, Jr., John W. Cullen 
Company, secretary; H. E. Scheerer, 
Scheerer, Inc., treasurer. 

Palmer Terhune, of DeLisser, 
Boyd & Terhune, was proposed as 
a director for a two-year term, and 
the following for one year: John J. 
McConnell, J. P. McKinney & Son, 
and John T. Fitzgerald, Reynolds- 
Fitzgerald, Inc., retiring president. 
The nominating committee was com- 
prised of Mr. McConnell, chairman; 
Fred F. Parsons, Bryant, Griffith & 
Brunson, and John E. Lutz. The 
annual meeting will be held Dec. 8. 


Joins Stack-Goble 


Wendell Ralston, formerly with 
Brooke, Smith & French, Inc., has 
joined the Detroit office of Stack- 
Goble Advertising Agency in charge 
of production. 


Hearst Boosts Brett 


Ralph Brett, Pacific Coast adver- 
tising manager of Good Housekeep- 
ing, has been placed in charge of 
the Pacific Coast advertising for all 
Hearst magazines. 


OSTERS 
DISPLAYS 


Recent and Current 
Continental Accounts: 


CHEVROLET 
DODGE-PLYMOUTH 
DIXIE CUP 

ETHYL 

EXIDE 

FORD 

FRIGIDAIRE 

FULLER PAINT 
GENERAL ELECTRIC 
GENERAL MOTORS TRUCK 
GULF REFINING 
HUDSON-TERRAPLANE 
MILKY WAY 
MOBILGAS 
NATIONAL BISCUIT 
PENNZOIL 

PACKARD 

PONTIAC 
PERFECTION STOVE 
STANDARD OIL 
SHELL OIL 

SINCLAIR 

SAFEWAY STORES, INC. 
U. S. RUBBER 
WESTINGHOUSE 


BROADSIDES... 


CONTI 
LITHO. 


ae 


NENTAL 


CORP. 


, ty 
CONTINENTAL 
To ELIMINATE 
WORRY 


and INSURE 
RESULTS 


‘CONTINENTAL: 
Lithograph - Corp - Cleveland - Ohio 


NEW YORK—CHICAGO—DETROIT—PHILADELPHIA 
INDIANAPOLIS—PITTSBURGH—SAN FRANCISCO—LOS ANGELES 


Xl 


. aos, me ane 7 See cae ‘ ae j FM tie ig : Ke baa f arin 3 : ates a aid ao ts 
‘ a tg ge ee 5 ie ama Moa | a“ * ae 2 hae 
ey r 
4 it ce 
135 : 
me Po ee | 
Renee : - = pa ee 
de- = | a : 
ae * J = 
| . . a . - : - . :, 
‘ee : Steg ee i» eee ne, ; Py PH” Fag Y, 
— > . | eS ag Sa . 
of a cs ae . - ce Pf et se, . 4 wy 
. Ps ~ Aa «7% ey % ena 
ler, Oe ee? es iat bd vf Pg A ” yal ; 
pe eee ~ iad bes pee bk one ont, Me? 5 te 
> ue ee lie ae Ss Mee ty ae a on ee + : 
<€ MS arts te wae os aS okie ah : oP ; 
.. ie ee d / : : : bight PR tee eS | 
o ie. ae NS po . ‘ P ae , aig, ; 
on, fp) . ‘ le he rE 
Be," P Oe olan # ‘ =. fs | ~ 
in ire ies tae 4 Ot AEE gt ae "es. ‘ re 
tiers eg Pe ee " wt O80 rn al ba: 
Pet Ss ee 4 ae 1a ee Laie ff a 
ar. 3 aa ——, 7 
and " ¢ a> :: alge hog he 2 4 Be gees i.’ os 
P , Fa Les, 4 } A sy 4 ie ana a ¢ ‘ 
idi (| ge oe hh sf ee A \\ as é a 4 
| <a. RR ~. : 
| i: of a ee A 9% dl Bua ee Ve oe - : 
| _- i / i? ‘ Ee Tote” re be, bia: sce » ie 
rT | i ee ey Me hg % —- a 
» N 4 4 ie —— 4, * ~ nd, a 
* a: Ms ty m5! Se §4 gs ae th ‘ nh 
, ; es a Q e y ay } ee oe eo 
© te Re a. : 
“ i Sead ig 2 My a ee? iS he *" BE a 
per REP: ‘/ A Pia rite Y ¢. Ki wou () on ye " ie 
eee m Fe see ie a. 3 14 . 7 - i a” ee 
lse- ia a e Sng — PH, Ss Sug (ee ; ght oy ee 
Seeds re aoe >. le ’ Cae 
irst ia 5 gh aha : J ce 2 ee 
oS aR ise he y pe oe “a ~~” Bie ie 
‘hi- } bas eh. ae: — yn re ~ gee. he yp i . te 
4 *. ‘ey » % ” a b 4a ic Nae? 
shi- 5 Se 
Bo ks tae 
| we a ake 
on- PO | ————————————>—o>Eoy——>>y~y oy yyy yl — — A 7 
a | i. le ae a 
~ | ee es 
hat ne 
_- Be os 
i sas ; 
Se ae 
_ | ea Pome 
cnasiienieaiitiatiimaeiaccaimitimsmiiaaeniiaiaiiaan | : oiag ae 
—lllNNNooooaoaaSEauouemmem_=«®@QQQQqggnngnngngg SSS (0°; oOo =m Re Ag ey 
228 _ | aes Ee 
re a, eee 
! | | oy eae i's 
| a 
Bae i ee 
| tes a Se : 
} Pe tiga amd tg ee Bi 
gee a ‘a 
Seat ete ae Brean. * 
epee sO ot tace i A ASL aay : 
Fea ai aN ee Sy <o 
ee | | es 
eaten 
: : 
: et 
4 Mya oe 
pk ANS ae 
as eiee eae a re oe 
| . Sesh ese _ 
pears eb) 4 
oP aa , 
| Be . Ms 
; ieee Vs gles ra 
a Se 
: ee rs, 
ae sr a 
; Es een 
aa 
| ES me A : 
>t ea =e 
ae 
| ae oe 
‘ a nie 
: | Po : | 
| 
Z 
: 
| Par 
; | i 
- 
7 
ae 
Apitae: 
stam 
j are, 
| as 
| Po | 
| ee 
eh 
, This m) oe ( 
| SALAD Ad) i 
>)" a 
MARES & mBaEt aay he 
1 
SS i 
Soe nansatse 
ie =] 
Shoot oes or 
Saas 
§ “eae we et) 
$ ery Atygueer. 
} NEARS Gooallonen 
y ees - 
g Bese aet g 
=————— 8 
bLeeoeecend 
7 
, Pe 
, ; 
Z 
7 
| Po *, 
> 
a 
) a: 
3 po 
7 aa 
SOA eg cette rt ee ee ag a Se eet) oe : vg es eee. 7 f pe ey : td eh Ta Sa alee Noha so cpanel Pe iN pl ah 3 ar es See ee eet : ake Sa 
tds Ag oA, SSR USE ie cot WO SO ae eg Seen ie Fa Sa Rl ae Re TICE) So, | Eee > PC Res Geren tomate sy ir . ieee 2 eal b= RENE, caints E P 2 dae 3 ee ie tg? 
SPE GA GT I TST Sor ld ay aioe Oo se A IN IE =a A SL ea Dy Be ee eS re ce | eas en Reelin.) tins La ne Shee Roe MS oc Bear aan ary eg fk) Se oe. Neamt sae: 
So eee eak pd ond Nedees us noose en ee ae EO pe ey ea Ae ieee ee a ae ie Saieamen Se ob ae 4 Fie ee dee: Diaa Ses ce es pes ee ee co a a er 
Tao ee Cis "a dear ee Aedes occa ans RS kG, gee pean aE riage tree ges alta Mere ds!) Gels 3O. 3 NO RE A ep ea CSS he os ae esse ye od ea SN ea eh A ke oer 
Si a re a Mes ee ; duis Ran Sennen alt ae A ed etapa 4 : i ire tah age Pay oe OE ae eM cs oh FR ae Gee ica i ata Sere oleh Nag ted Rusety Tah 8 tt 1 ca NR I Ries a EE 8 Bi ee Wl ie 
Sia pie Ce Sle aS ie a wae at aS anne On ee cir ek, oot: oa ae eee ge mG) fete Ree ra eh cae IR, TRS SE CRS 2 FS! SA Sib Zah 4, Cha 3 Ss ROOM OME CAE NEEL ae al aa eh aN ERR Se ahs NGS ell cs yo ihc rh pe Rea pore ole ey NS a ie er EN eee Ba oh a bak 
See ts We kw ache cg yr a) Ma One Peer deen het Bn Aegean eng RR EA EI ge OMS ST cas OSAP ie Pease 9S Ne od oh weal a Aon. am en ln ene EP hi: Seater ere Oey ic ee ee nen een eg eae TU ee Bear Fat eae ¥ 2 " 


26 


88.4% of Consumers 
Use Products Whose 
Advertising Is ‘Good’ 


Copy for Over 500 Brands Wins Favorable 
Verdict from Public 


New York, Nov. 14.—While adver- 
tising experts are nearly unanimous 
in agreeing that conscious reaction 
to advertising is a factor of small 
importance in determining advertis- 
ing effectiveness, it was the opinion 
of the ADVERTISING AGE research 
committee that, in view of the cur- 
rent agitation about advertising, this 
factor should be studied. The com- 
mittee also sought to advise a pro- 
cedure which would uncover some 
information on subconscious reac- 


tions. To this end the following 
questions were included in the 
questionnaire: 


(2) What recent advertising have 
you particularly liked, where did 
you see or hear it, and why did you 
like it? (8) What brand (in this 
classification) do you use now and 
how long have you used it? 

The query as to the medium in 
Question 2 was included chiefly to 
discourage random answers. Because 
of the committee’s experience with 
the too amiable consumer the entire 
questionnaire was presented in an 
indirect manner. Sub-questions under 
2, such as, “Would you buy this 
product?” or “Do you intend to 
change to this product?” would be 
heard, the committee believed, as an 
invitation to say the obvious thing. 


Mention 511 Brands 


Answering 2, the 1,177 men inter- 
viewed recalled 1,364 advertisements 
they particularly liked and the 1,340 
women named 1,567 advertisements. 
Nearly all interviewed wished to 
mention at least one product, but, as 
three mentions each were asked, the 
return was about 39 per cent of 


Editor’s Note: This is the second 
of a series analyzing the results of 
an investigation of consumer belief 
in advertising made during the 
early summer of this year by 
ADVERTISING AGE with the assistance 
of an advisory committee of eight 
advertising men and women. The 
field work, which was done by Ross- 
Federal Research Corporation, netted 
2,517 completed personal interviews 
in ten cities scattered throughout the 
country. 

The complete questionnaire used 
by Ross-Federal investigators, and 
the results of the related question 1a, 
1b and 7 were discussed in the Oct. 
28 issue. The current instalment is 
concerned only with the related 
questions 2 and 8. Other phases of 
the questionnaire will be presented 
in future issues. 

All of the factual data used in 
these analyses has been prepared by 
Ross-Federal Research Corporation, 
but all conclusions drawn and all 
interpretive comments are those of 
the editors of ADVERTISING AGE. 


the potential. The mentions were 
distributed over 511 products, includ- 
ing ten in which brand names were 
not given. 

The respondents were not assisted 
in stating the reasons why they 
liked the copy, and, as a result, the 
answers to this question were diffi- 
cult to classify. The enumeration 
was handled by selecting six types 
of reply and sorting the answers 
accordingly. 

The reasons given were set up as 
“attractive,” “entertaining,” ‘“con- 
cise,” “clever,” “convincing,” and 
“other.” A tabulation of these re- 
plies, further broken down by sex, 
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Table C 
This table shows the totals of reasons why advertising was liked, by types of products 
(Answers to Question 2) 
No. Attractive | Entertaining Concise Clever Convincing Other Total Men- — 
tions by Sex | 4ran 
ducts Total 
Men- Men- 
tioned| M F M F M F M F M F M F M F | tions 
Antiseptics.......... 2 we 1 ) See Oe 1 “YS 2|... 2 8 11 
Automobiles.........} 19 65 36 3 eS 7 2 14 4 21 3 13 6| 155 80 | 235 
Auto bodies.......... 1 4 og Raa eee eee PE Me 1 1 i ys se S 3 8 
Auto accessories.... .. 4 2 ae Ree i 4 : eS 4 11 
Beverages...........| 68 64 59 | 106 | 128 3 15 12 9 11 10 14 | 204] 227] 431 
Building materials... . 2 1 ee a 1 meee ee 2 <onn 2 
Bulbs, electric........ ors os Ue aoe Pees Pye 1 fares 1 1 
SG 6.0.6 vine bees | See i RS ee eK See = allel hid 1 1 
CG iegss sc axes 4 1 2 SES oe? eR Mangere 1 1 3 4 
Chewing gum........ 2 6 3 2 13 20 6 1 28 23 51 
ree See ae) ee 11 12 68 1 1 11 12 14| 104] 118 
Dentifrices.......... 12 5 5 71 73 1 7 10 1 9 7 s 92 105 197 
Drugs, Med. supplies. 30 3 3 26 48 2 2 1 3 7 7 41 67 108 
Ne Se oa si ay CeuR aN © Bveees 1 aa 1 ‘fe F 2 2 
Films. 1 Sa RGR: Sete: GE Sn eee LP S824. 1 
Fishing tackle........ | ree << 1 Ma cae sr 1 
=e i - 26} 116] 113] 130 2 3 12 25 4 35 22 20 | 179| 329] 508 
Foot remedies........ ie cestille «we < ey aye" mae: Py ree Maree 1 |) eee 1 
Fountain pens........ 2 2 ee RE ft ae eee ee 2 1 3 
Gasoline.............] 20 16 8 63 23 |. 2 23 8 4 1 10 3] 116 45 | 161 
Hair preparations. . . . 9 2 1 2 1]. 1 2 3 |. 7 12 
Ph «+ ch u6 666s 8 2 7 : Se 1 1 1 7 1 
Hosiery............. 5 1 4 1 4 |. ee 2 1 a ee 3 3 13 16 
Household supplies...| 43 18 34 1 6 |. 4 7 5 9 3 8 31 64 95 
Insecticides.......... |. Aree eee ay AR Srey Py ae eae 2 eer 1 
Lawn mowers........ 1 1 ao es SP Saree See shea er ee Ree 1 
Oil and grease........ 13 6 es 4 es. 4 1 2 1 4 1 20 5 25 
laa 2 1 2 9 1 1 eee a 1 11 4 15 
Shaving Supplies.....} 12 4 1 9 1 6 4 2 1 8 1 29 8 37 
Shoe polish. ......... Per. i reer Seepey 1 tala’ 1 1 
Soap poesacte, soap... 29 24 77 42 98 1 1 8 24 8 32 5 27 88 259 347 
MN Ge ccc ess 0s.00 2 ae ee 1 2 eS et ARs ie || Heme Fea)! eee a: 1 3 4 
Ne iain Sheen 1 eS eee The eer oe eee Sere eee 1 inal 1 
, | aaa eieeaitie 8 11 2 10 i Re 2 1 6 1 2 38 10 48 
Tobacco, k . 98 95 59 12 6 4 39 25 6 3 5 | 217] 144] 361 
Sent BNL BT BL Dhecccdecscedessees : a ek Fe 1} 3| 13| 16 
yee 1 | ee BE Ve eee PRES RS ede ONG ee ae et es nee i eee 1 
Typewriters......... Ss eee pengee TE oe See oe ery Cer ee Bis veces 1 
Wearing apparel...... 41 34 21 1 2 6 2 5 3 6 6 52 34 86 
511 | 399 | 493 | 573 | 647 21 18 | 173 | 147 83 | 137] 115] 125 |1,364 |1,567 | 2,931 
493 647 18 147 137 125 
892 1,220 39 320 220 240 
is shown in the accompanying Table, pealed to them. The editors estimate | obvious that the respondents them- 
C. Of the reasons assigned for liking | that fully 90 per cent of the replies | selves desire this conclusion. 
any particular advertising, 892 said| had this character. However, as the| It appears that conscious reactions 
“attractive,” 1,220 said “entertain- committee pointed out in advance,|are so few compared with subcon- 
ing,” 39 said “concise,” and 320 said this does not mean that these con-| scious reactions and that the two 
“clever,” 220 said “convincing,” and|SUmers were not influenced by the| responses are so involved that it 
240 gave other reasons. copy they mentioned, even though| would be difficult to throw much 
It seems obvious from a study of expressions such as, “truthful,”| light on the subject with a survey 
Table C that the respondents endeav-| “helpful,” and “informative,” were | of this kind. 
ored to pass judgment from the practically non-existent. There is information of real 
lue, possibly, in the fact that con- 
viewpoint of advertising authorities “E ” VaEwe, 3 
» ntertaining” Gets Most Votes 
telling why they thought the adver- g sumers seem to read and to react 
tising would impress others favor-| A search of several hundred radio- consciously to the advertising of 
ably, rather than why it had ap-| mention questionnaires failed to re- products with which they have been 
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Table E 


Length of time during which present brands have been used 


(Answers to Question 8) 


Length of Time Used 
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Length of Time Used 


veal one comment on commercials, 
the comment being confined entirely 
to praise of the program. These 
mentions were tabulated under “en- 
tertaining,” making up most of the 
total. 

“Entertaining” was also applied to 
some publication advertising, chiefly 
to the humorous kind, but “attrac- 
tive” was the term most often used 
to commend printed and _ poster 
advertising. Expressions such as “I 
like the art work,” “good layouts,” 
and “good typography,” occurred 
often enough in comments on adver- 
tising in visual mediums to satisfy 
fully any agency art director. 

In 2,906 instances, the investiga- 
tors succeeded in learning definitely 
whether the respondents used the 
product whose advertising they said 
they liked. The totals for the ac- 
companying tabulation (Table D) 
show that in 1,763 instances, or 
approximately 64 per cent, these con- 
sumers used the product that they 
thought had been advertised prop- 
erly. 


88.4% On Right Side 


In 912 instances the type of prod- 
uct mentioned was not used. In 231 
instanees the persons interviewed 
did not use the product the advertis- 
ing of which they had mentioned 
favorably, but in 160 of these in- 
stances, the product used was one 
whose advertising was mentioned 
favorably by some other respondent. 

Based on instances where brands 
were named, a total of 1,994, the 
users of the type of product involved 
in Question 2 use the brand they 
think is well advertised in 88.4 per 
cent (1,763) of the cases. 

The data with respect to the 
length of time for which those ques- 
tioned have used the brand they now 
favor is shown in Table E. 

An analysis of the material here 
presented does not seem to reveal 
anything conclusive to show that 
consumers buy according to adver- 
tising which consciously appeals to 
them, though there is some evidence 


to support this conclusion and it is 


satisfied over a long period. If it 
is true, as the report indicates, that 
consumers do this, the fact could 
be employed in several ways to ex- 
plain the accumulative value of long 
term campaigns. 


Are Long Users 


Of the 137 persons who said they 
liked recent automobile advertise- 
ments and who drive a car 81 gave 
favorable mention to the advertising 
of a make they had been driving for 
over a year or “indefinitely.” 

A car is not bought every day but 
cigarettes are, and 159 of the 176 
smokers who said they smoked the 
brand whose advertising they liked 
had been using the brand for more 
than a year or indefinitely. As 
may be noted in the table, results 
are quite similar throughout the 
classifications. 

If this point has any significance 
at all, it points strongly to the value 
of the cumulative effect in advertis- 
ing, not only in gaining new users 
for a product, but in keeping present 
users sold, and preventing the adver- 
tising of competing products from 
making a big enough impression to 
cause a switch in brands. 


Spitz Made RKO President; 
Aylesworth Now Chairman 


Leo Spitz, Chicago lawyer who for 
the past 15 years has been identified 
as counsel in the production, distri- 
bution and theater-operation angles 
of the motion picture industry, has 
been appointed president of the 
Radio-Keith-Orpheum Corporation. 

He succeeds Merlin H. Aylesworth, 
who has been promoted to the post 
of chairman to succeed David Sar- 
noff, president of Radio Corporation 
of America. The latter recently sold 
a substantial part of its $15,000,000 
interest in RKO to Atlas Corporation 
and Lehman Brothers. 


Names Federated Sales 


The Albis Company, Portland, Me., 
maker of an almond skin cream, has 
appointed The Federated Sales Serv- 
ice, Boston, Mass., as marketing 
counsel. 
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McKee in New Offices the 19th floor of the Chicago Daily 
Homer McKee, Inc., Chicago| News Bldg. where the agency has 
Table D agency, has taken new quarters on| been located for several years. 
Number of persons who do and do not use the product whose advertising they particularly like 
(Answers to Question 8) 
“A.” Number using product whose advertising they like. 
“B.” Number who do not use any product of the type discussed. 
“Cc.” Number using a competitive product. 
“Pp.” Number who use a product whose advertising is liked by others in the group, but not specifically men- 
tioned by themselves. 
No. No. No. 
Prod- Men- Products Fre- Men- No. 
Classification ucts tions A B Cc D quently Mentioned tions Users 
DmOIGOREIOS ccccesvceve 2 11 8 3 “— oo 
Automobiles ......eee- 21 237 90 110 2 35 Dt Accacecuegen pees s+dau 126 49 
GE «ob ees b5.08 reese 25 & 
PEED -neasocesvetizes 19 11 
Auto Accessories...... 4 11 7 + AS Spark Plugs... ....scee 8 5 
Beverages: 
ES RES LAE 15 47 24 17 6 — NE ere Senna oui os ce 30 18 
DN Caucus tke kee 19 177 108 52 10 7 Maxwell House ......... 77 47 
Chase & Sanborn........ 74 47 
Soft Drinks ......... 14 115 91 21 2 1 ee Se eer 17 61 
Horlick’s Malted ........ 11 9 
CE Se cas viceet eevee 10 9 
Ce oC aveckeenceee oes 5 50 13 33 4 Seer 43 11 
Whiskey, Etc. ...... 13 40 16 19 2 3 ON eo Se alg e kané ee 13 5 
ee BO 6 65038 dees been 9 2 
Building Materials .... 2 2 2 os 
Candy and Gum....... 5 55 47 7 1 ED dca 0s kik eae 45 38 
DS os ce ccencancdae vue 7 6 
Cosmetics, Etc. ....... 35 131 79 42 8 2 Lady Esther Products.... 36 23 
Campana Ital. Balm...... 21 14 
Jergmens Lotion .....-s.6. 8 4 
DS oi caciceviicseds 30 108 66 39 2 1 pe, ST ee 19 12 
Re ee 19 8 
CE GE 6.6666 os. d00 ce 12 12 
St. Joseph Aspirin....... 10 6 
Foods: 
OS PR Te Ne TE 16 32 24 6 2 ee OTS BENG. 6i.0 6 48 oss 7 3 
NY 655% wh wie.ep.2 eu 3 6 2 4 = EE da eeiicceesaees 4 1 
Canned Goods ...... 19 86 65 15 3 3 "ee re 24 18 
ee re 18 15 
a re 2 4 3 1 I og ae ss ok BG o 15 10 
RES 43. «sacsaw eon 9 42 29 13 OES nce p tees enceee 8 4 
Shredded Wheat ......... 6 6 . ri , 
i eetaids 1 22 18 3 G. HR etace sas caverssd 22 18 & Only the power of editorial leadership can 
Flour & Baking Sup- Gold Medal Flour........ 11 8 
oo rer ee 9 41 30 6 2 3 ONE 5 60 66604000005 9 7 raise the level of reader interest. Intrigued 
Shortening ......... 3 29 22 7 ees CHICO oc ccewercenvessecve 20 16 2 
SEE Saiasiiceue 3 138 102 34 2 Zoe set ihabdas tac ebehes 125 89 readers and alert advertisers together have 
Mayonnaise ......... 2 2 2 aR at ee) Sn reo 06 ne ae ® ° ® 
Meat Products ...... 7 41 25 15 1 one URC TEC Te 23 15 helped Mill & Factory this year set all-time 
Eee 11 3 * : ‘ - alc 
esp tiauls i a. 1 Fleischmann’s ........... 28 «16 highs in both circulation and advertising vol- 
Miscellaneous ....... 21 33 27 3 2 1 Sunkist Oranges ........ 8 8 
re ee eee 20 161 92 51 3 15 + all ae al eae = . ume. The tide’s in. You should use it. 
ES er ne rere ee 22 7 
Hair Preparations ..... 9 12 8 4 Tiger Hair Topic... ...«s. 3 2 
Household Supplies & te oe 
Equipment ......... 44 95 if 43 2 be ETT eee 8 3 v Adveoshing City 
G. E. Refrigerator........ 7 1 H NEW YORK 
Old English Floor Wax... 7 5 205 E. 42nd St. 
Paint & Varnish....... 6 6 4 2 : 
Ge Sicdesew tends oes 12 25 18 6 1 EE. Sai cedue bie cauaee 5 4 e 
Ar ee re 4 1 
GES A Siex cial coeokene 4 4 Cue Se0 
PETER CEE . 15 7 8 WON SiS ode iakas cones te 14 7 333 N. Michigan Ave. 
Shaving Supplies: 
Soap & Cream...... 10 32 18 11 3 OO er rene 10 4 
0g Pe eR 5 2 
ARR RL ee pe 5 4 e 
RO ccs es psacweene 2 5 4 1 er 3 2 
Soaps: e 
|, Sie ee 10 244 167 63 pee 14 ee Mist Deewerees 83 64 e 
Pee re ret rer rir 46 35 ° 
WHEtER TRIBE occ okie cce ccs 28 17 Dear Al: e 
sr J apessleaiehapinaeis 21 19 Wh A l f tl 
Cl DO ceccacevees 19 103 75 23 2 3 Dt. <a. nens «ees need 4% 418 31 24 
semanas " 20-Mule Team Borax..... 17 8 116 you are per 6c y e 
PE, $-9-5:9:6:5-6.0 Gewese b64 ees 9 
> Sgeeeeinmebaaen = welcome to read and use my copy of ® 
TI Ci asteeseari uss 8 45 25 13 3 4 ES eee ee 14 11 A * 
PUIOED.: oddeinscsisvcces 12 4 ADVERTISING AGE, I do believe you 
Tobacco Products: , iy deni 7 os * 
ee eee ‘ 329 17 112 4 37 uu MNES, 22: Stas: “pelos : : : 
— ie = nm Se aed eS > 48 would find it worth while to have 4 
eee ere 68 33 k th t 
RRR esr re eo 21 9 
Phillip Morris ........... 13 5 your own copy every wee SO a ° 
OM deus on 5 8 12 8 4 ae mat ee” ere 5 2 ‘ P e 
Smoking Tobacco.... 6 160 Bt, Mnf Powoh <...0.sscccee i you could read the news while it 
eae eer ee 12 194 132 42 2 18 — cinched eeauwem 91 68 : » t @ 
EE 2656-68664 e bee ewes 61 35 
Peers vere 11 4 1S Ov. A * 
CREAR. 55s ioe Visa cece 10 9 Jim. 
Wearing Apparel...... 44 100 43 47 9 1 Jantzen Bathing Suits.... 16 4 * 
U. S. Rubber Bathing Suits 16 2 e 
Real Silk Hosiery........ 9 3 
Arrow Shirts ............ 9 7 P.S. Here’s a coupon that makes 
Miscellaneous ......... 20 24 15 7 2 ee * 
WANN ooceerscnneuve 501-2906 ~——:1763 912 71 160 it easy to subscribe—just fill * 
it out, pin on a dollar bill, and e 
‘ P * 
outside Seattle where the bank has send it in. It costs less than 
New Comp any Takes Relates P ar t ; branches. In addition, farm publica- . e 
Over Devine Agency e tions, class publications, and outdoor 2¢ a week——a real buy. e 
Devine Advertising Agency, Inc., Of Banks mm posters are employed. Replicas of 
has taken over the business formerly i “ ‘ the current outdoor poster are dis- * 
conducted under the name of James Building City played on cards in lobbies of the 
& Devine Advertising Agency, New 14 offices of the bank. ®eeeeeevee ev eoeveeeveeeeeee@e & @ 
ork. The bank’s advertising is handled 
Patrick F, Devine, long associated| Seattle, Wash. Nov. 14.—The|py g e 
’ ” ° ° tra P i es . : 
= a ve id —Pamerancon execu! First National Bank of Seattle has vena oa a we e Advertising Age, 100 E. Ohio St., Chicago. 
ve, is president o e new corpora- . ‘ ; 
tion. Other officers are John J. —— i“? or eitiggs Bg pa 9 ’ e@ | enclose $1 (cash, check or money-order) for which send 
O’Hearne, vice-president and treas-|C@mpaign to create goo , Dow Chemical Appoints me the National Newspaper of Advertising for one year. 
urer, formerly general manager; only for itself but for banking in esha Sei. & oe r 2 
Joseph E. Watson, vice-president, | general. ; Detroit, for the past year te aves 
formerly public relations director, Basic industries of the Pacific ot & dvertiain se /@ 
g of the Dowell division N 
and Anna Devine, secretary. There} Northwest are featured in striking of Dow Chemical Company, Midland, | @ i ne ee err wae re Tr ee ry 
have been no other staff changes. |advertisements in the Seattle dail-| Mich, has been appointed for all ad- 
ies, four columns by 15 inches, a8/vertising of the company. Reginald|/® Title... 0.0... 0.00 occ ccc cece cee ccuceeeeueeeees 
New Post for Bohn part of the bank’s program to direct} A. Brewer is the account executive. e 
John Bohn, for the past year and/attention to the important part ——_—— C 
a half associated with Ben P. Bran-| played by banks in the growth and Adcraft er. H e OMPGNY 2. OS EA Ry Be bas, 2 Rh 
a age “se ta een o and | development of the community. Dom- Henry pipers eliterrrapll vd 
arry W. Fox, advertising manager | ;,.4; 4 i - 
of Hotel Bulletin and The Nation’s inating each advertisement is the tomer research department of Gen- Street and No Torrrent rTrerrn Teer ree he eT ee eo ee eo 
figure of a workman typical of the 1M i i « 
Chefs, Chicago, has been appointed |; itself. C an ae era otors Corporation, will be 
head of the hotel and institution |™dustry itself. Copy is brief. speaker at the luncheon meeting of/ City as 
division of Technical Finishes Cor- Smaller copy is used in Seattle the Adcraft Club of Detroit at Hotel SCCOCSECHOHOHSHS SOC SHSOCSCGCHHCHO HC HOEHSEHOCHROAHE COKER ECECOEESD EOS 
poration, 155 N. Clark St., Chicago.|Community weeklies and in towns|Statler, Friday, Nov. 27. = 
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INDEPENDENTS IN 
RADIO APPROVE 
NEW SALES PLAN 


N. 1. B. Board Reviews Pro- 
gress at Meeting 


New York, Nov, 14.—Officers and 
directors of the National Independent 
Broadcasters, Inc., meeting yester- 
day at Washington, D. C., to review 
the work of their national advertis- 
ing committee and to put the seal of 
approval on the comprehensive plan 
for developing and serving national 
advertising, were given optimistic 
reports on the organization’s prog- 
ress. 

Edward A. Allen, Lynchburg, Va., 
N. I. B. president, reported that the 
plan is rapidly organizing into work- 
ing shape. The committee on rates 
has been active. W. Wright Gedge, 
Detroit, chairman of this committee, 
reported that despite the problems 
produced by the large number of sta- 


tions involved, less delay in work- 
ing out rates has been experienced 
than had been anticipated. 

Plans were announced recently for 
the immediate establishment of a 
selling service for independent radio 
stations functioning under the Na- 
tional Independent Broadcasters, 
Inc., which was organized by broad- 
casters without chain or network 
affiliations at the National Associa- 
tion of Broadcasters convention in 
July. 


O’Shaughnessy In Charge 


James O’Shaughnessy, a founder of 
the American Association of Adver- 
tising Agencies, of which he was ex- 
ecutive secretary 11 years, later busi- 
ness manager of Liberty and more 
recently vice-president of Outdoor 
Advertising, Inc., has joined the inde- 
pendent broadcasters in the forma- 
tion of the selling agency. He will 
act in a general advisory capacity. 

Mr. O’Shaughnessy, counselor in 
advertising, who has had much ex- 
perience in rate-making in previous 
associations with three other major 
media, expressed thorough pleasure 
with every prospect of the new broad- 
casting organization in an interview 
with ADVERTISING AGF prior to leav- 
ing for Washington. 

“There is every good reason why 
the independent’ station owners 


should be aggressively enthusiastic 
regarding N. I. B.,” he said. “It is 
a timely and natural answer to the 
requirements of the best interests 
of national advertising. I think the 
big chains are delighted to have this 
organization come into the field. 
They see in it a stabilizing influence 
and they should, and I am sure they 
do, see it as a contributing factor 
to the better growth of all national 
advertising. 

“Advertising agencies handling 
chain advertising are asking for our 
supplementary service before it is 
ready for delivery. If the advertis- 
ing agencies regard this as a timely 
undertaking, that should be the per- 
fect answer for everybody. 

“The reactions I have received 
from the newspaper field have been 
delightfully pleasant. We will not 
hear any harsh words from that 
quarter. The magazine publishers 
take the same kindly and sensible 
view of our ambitious undertaking. 
The outdoor medium, I find, is just 
as friendly to us.” 


Open New York Quarters 


New York headquarters’ have 
opened at 17 E. 42nd St. Offices in 


other advertising centers will be 
opened as required. For the present, 
all national accounts will be con- 
tacted from New York. 


ARTISTS ®* 


A LARGE, EFFICIENT AND 
COMPLETELY EQUIPPEr 
PRINTING PLANT 


DAY and NIGHT 
OPERATION 


Printing and Advertising 
Counsellors 


ae eee 


workmen 


All Departments 


Printing 


Catalogues e Publications e General Printing 
Direct Mail Advertising 


COPYWRITERS °®* 
PLANNING @¢ 


ENGRAVERS 


OUR SERVICES 
TYPESETTING 


(Linotype, Monotype and Hand) 


PRESSWORK 


(The Usual as well as Colors) 


BINDING 


(The Usual, Machine Gathering, 
Covering and Wireless Binding) 


MAILING 


(This Dept. is equipped to de- 
liver to the post office or custom- 
ers as fast as printed and bound) 


ELECTROTYPING AND 
ENGRAVING 


(Our facilities are up-to-date and 
can take care of any sized orders) 


ADVERTISING SERVICE 


(Planning, copywriting, design- 
ing, photographing and artwork) 


PROPER QUALITY QUICK DELIVERY 


Because of up-to-date 
equipment and best 


Because of automatic 
machinery. Day and 
night service 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from ail parts of 
the United States is because of satisfied customers. For your investigation further we will be pleased 
to furnish the names of well known firms who are our present customers. Consulting with us about 
your printing problems and asking for estimates does not place you under any obligation whatever. 


Secure our proposal on your printing. Large and small orders solicited. 
Proposals made on all or any part of our services. 


* 


PRINTING PRODUCTS CORPORATION 


Telephone WABASH 3380 


Established 1888 


e ELECTROTYPERS 
PHOTOGRAPHING 


DEPENDABLE PRINTING 
Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


RIGHT PRICE 


Because of superior 
facilities and efficient 


Polk and La Salle Streets 


OUR 
SPECIALTIES 


Catalogues 
Booklets 
Publications 
Trade Papers 
Magazines 
House Organs 
Price Lists 
Pamphlets 
Proceedings 
Directories 
Histories 
Books 
Broadsides 
Folders 
Circulars 

and 
General Printing 


management 


Chicago, Illinois 


Since July, the organization work 
has been progressing steadily, until 
now the NIB has member stations in 
35 states. Announcement of plans 
was delayed until a member had 
been secured in all important popula- 
tion centers. An intensive investiga- 
tion of station coverage, prestige, 
usefulness, finances and personnel 
preceded acceptance of each mem- 
bership. 

The association, a non-profit corpo- 
ration, was formed “as a medium for 
the protection of small independent 
stations.” The new sales _ office 
will develop business for the NIB 
both independently and collectively 
and that a system of rates has been 
worked out to give advertisers ad- 
vantages now offered by chain and 
network selling offices. 

Transcriptions, local or spot an- 
nouncement advertising and musical 
programs using local orchestras and 
soloists can be arranged as a na- 
tional campaign but presented on lo- 
cal time. 


Allen Is President 


Officers of the organization are Ed- 
ward A. Allen, WLVA, Lynchburg, 
Va., president; Mallory Chamberlin, 
WNBR, Memphis, vice-president; 
W. Wright Gedge, WMBC, Detroit, 
secretary; and Ben S. McGlasham, 
KGFJ, Los Angeles, treasurer. 

Directors are: first zone, John El- 
mer, WCBM, Baltimore, and William 
S. Pote, WMEX, Boston; second 
zone, Charles A. Hill, WIBM, Jack- 
son, Mich., and C. W. Hayes, WNBC, 
Canton, O.; third zone, R. S. Bishop, 
KFJZ, Ft. Worth, and Steve A. Cis- 
ler, WJTL, Atlanta; fourth zone, 
Wm. W. Behrman, KBOW, Terre 
Haute, and Sidney N. Bliss, WCLO, 
Janesville, Wis.; and fifth zone, Ar- 
thur Westlund, KRE, Oakland, Cal., 
and H. E. Studebaker, KUJ, Walla 
Walla. 


Schenley Plans 
$6,000,000 Ad 
Fund for 1936 


New York, Nov. 14.—Local liquor 
dealers were advised at a luncheon 
given by the Schenley Distillers Cor- 
poration that tentative plans call for 
the expenditure of $6,000,000 in ad- 
vertising the company’s products in 
1936. 

This sum is approximately one- 
third greater than the amount spent 
during 1935. This year a $4,000,000 
total has been chalked up, according 
to information revealed at the dealer 
event. The 1935 experience showed 
results in excess of those anticipated. 
A year ago it had been officially 
indicated that $3,000,000 would be 
spent on Schenley’s 1935 advertising. 

At Schenley headquarters this 
week no official statement was avail- 
able, pending completion of figure 
work in connection with the new 
year. The fact that 1935 expendi- 
tures were higher than had been 
anticipated was attributed to the 
fact that they are based on volume. 
Schenley’s popular brands, including 
the newest line, the Wilken Family 
whisky, have enjoyed a tremendous 
demand. 


N. E. Ad Bucsutloc 
Elect J. Maxim Ryder 


J. Maxim Ryder, advertising direc- 
tor of New Bedford, Mass., Standard- 
Times, was elected president of the 
New England advertising executives 
organization at its meeting. Other 
officers are: 

Frank Hoy, business manager, 
Lewiston, Me., Sun-Journal, vice- 
president; Buell W. Hudson, adver- 
tising manager, Woonsocket, R. L., 
Call, secretary-treasurer; C. Dekker, 
business manager, Manchester Union- 
Leader, Donald Davis, national ad- 
vertising manager, Springfield Union- 
Republican-News, David Daniels, ad- 
vertising manager, Hartford Times, 
and John B. Quinn, Lynn Item, 
directors. 


Shows 1873 Typography 

In celebration of its 62nd anni- 
versary, the Mirror Printing Com- 
pany, Los Angeles, devoted the cur- 
rent issue of its house organ, “Three 
Minutes,” to reproductions of numer- 
ous specimens of typographic art 
eurrent in 1873. 


RIGHT ON TAP 


: 


walker for this magazine adver- 

tisement of its classified telephone 

directories, it found one quickly 

by looking under the appropriate 

classification in the book the copy 
is designed to advertise. 


F. J. Pope, Publisher, 


Dies of Heart Disease 


Funeral services for Frederick 
John Pope, president of the Pope 
Publishing Company, were held to- 
day at the George T. Davis Memorial, 
New Rochelle. Mr. Pope died Armis- 
tice Day of heart disease at the age 
of 66. 

For the past 20 years Mr. Pope 
had published Toilet Requisites. He 
had been in the publishing business 
for 35 years, the first 15 as space 
salesman for Toy World and other 
trade publications. He was one of 
the founders of the Publicity Lodge 
No. 1, F. & A. M., had been promi- 
nent in the Advertising Club of New 
York and was a member of the 
Chamber of Commerce and the Orieta 
Beach Club. 


Rapid Electrotype 
Buys Detroit Company 


Rapid Electrotype Company, with 
headquarters at Cincinnati, has pur- 
chased the entire capital stock of 
Northern Electrotype Company, De- 
troit, from Wayne Colorplate Com- 
pany of Detroit. In addition to its 
newly-acquired plant, Rapid Electro- 
type owns and operates plants in 
Cincinnati, New York, San Francisco 
and Oakland. 

The Northern Electrotype Com- 
pany, largest of its kind in Detroit, 
will retain its present name as the 
Detroit division of Rapid Electro- 
type, and no change will be made in 
its supervising or operating per- 
sonnel. 


To Hold Evening Meets 

Pittsburgh Advertising Club is 
planning a series of monthly eve- 
ning meetings at the Hotel William 
Penn, in addition to its regular 
weekly noon meetings, with the ob- 
ject of creating more interest in club 
activities among advertising men 
located outside of the downtown dis- 
trict. 


Doherty Joins General 

Mel Doherty has joined General 
Pharmacal Company, Cincinnati, to 
represent and direct sales of Pep-ti- 
Kao and Etro, medicinal products. 
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ADVERTISING AGE 


BAKING. COMPANY 
GIVES PRE-VIEW 
OF AD CAMPAIGN 


Toastmaster Copy Promoted 
As Entertainment 


St. Louis, Mo., Nov. 14.—Launch- 
ing a newspaper advertising cam- 
paign for Toastmaster bread, Mid- 
land Bakeries Company will urge 
consumers to enjoy a double treat— 
to eat Toastmaster bread, and to 
read the Toastmaster advertise- 
ments. 

The invitation will be extended in 
the first of a novel series of amus- 
ing ‘“story-advertisements,” which 
depict in jingle form the modernized 
antics of old story-book favorites. 

“Toastmaster Bakers announce a 
new series of interesting, entertain- 
ing advertisements entitled ‘Old 
Favorites Revised’,” copy will de- 
clare. y 

“Toastmaster ... weekly... will 
bring you unique versions of Little 
Bo-Peep, Jack and the Beanstalk, 
Captain Kidd, Red Riding Hood, and 
many others!” the opening advertise- 
ment continues. “You will re-live 
their escapades ... glow to their 
adventures! . . and thrill to the 
delightful goodness of Toastmaster 
bread which makes these revisals 
possible!” 

Pictured in the opening advertise- 
ment are the characters to appear 
during the series. Old King Cole, 
the Old Woman in the Shoe, Tom 
the Piper’s Son, and the turtle and 
the hare are among those shown. 


Will Run Indefinitely 


Each advertisement in the series 
will measure 105 lines by three col- 
umns. The series will continue in- 
definitely, with advertisements sched- 
uled to appear weekly in Peoria, II1., 
Terre Haute, Ind., *nd other points. 
The advertising will appear after 
Jan. 1 in St. Louis and central Illi- 
nois. 

Large illustrations dominate the 
bread copy. A jingle is featured in 
each advertisement. One of them 
will read: 

“*We need good food,’ Pirate Cap- 

tain Kidd roared, 
‘Go ashore and fetch some grub 
aboard,’ 


CLEVELAND--OHIO 


* * * KK OK * 


VARIETY says—“WJAY 
practically goes into part- 
nership with its accounts 
and gives a demonstra- 
tion of nimble footwork 
that establishes a_ gilt 
edge community popu- 
larity” 


“ON 
SHEER COMBUSTION 
AND SOCK THIS STA- 
TION IS A LULU!” 


WJAY Dominates Local 
Radio Advertising 


Write for Rates 
EDYTHE F. MELROSE 
General Manager 


AD INTRODUCTION 


AR 
ASTMASTE 
r0 BREAD 


Initial copy in the Toastmaster campaign, 
which urges readers to watch for the 
“interesting, entertaining" advertisements. 


And he called to his crew as they 
went ahead, 


‘Bring tasty, nutritious Toastmast- 

er bread!’” 

Another advertisement will con- 
tend that no one should blame Lit- 
tle Bo-Peep for losing her sheep, for 
the reason that she was too absorbed 
in enjoying the flavor of Toastmaster 
bread to keep close watch on her 
flock. 

The advertising was prepared by 
Shaffer Brennan Advertising Com- 
pany, St. Louis. 


Students Apply Craft 


William Penn College, Oskaloosa, 
Ia., has acquired the plant of F. W. 
Bullers Printing Company, and will 
continue its operation on a commer- 
cial basis in connection with its 
courses in printing, binding, adver- 
tising and allied subjects. 


New Post for Davis 


L. T. Davis, formerly head of his 
own merchandising agency in New 
York, has become director of per- 
sonnel for Sales Associates of Amer- 
ica, with headquarters in Chicago. 


All Florida 


Group Names 
Eastman- Scott 


Tallahassee, Fla., Nov. 14,—East- 
man, Scott & Co., Inc., of Atlanta and 
Jacksonville, has been named to han- 
dle advertising of the All-Florida 
Committee, 

Thirty-nine counties have agreed to 
contribute to a common advertising 
fund, which is expected to reach 
$100,000. Most of the moneys raised 
will be spent for newspaper adver- 
tising, with some use of magazines 
and radio. 

An executive committee has been 
appointed to work with Eastman, 
Scott & Co. It consists of Charles 
Overman, county commissioner of 
Bagdad, Fla., chairman of the finance 
committee; Ralph Nicholson, general 


manager, Tampa Daily Times, chair- 
man of the planning committee; Carl 
Hanton, editor, Ft. Meyers News- 
Press; A. A. Poston, county commis- 
sioner, West Palm Beach; and Ralph 
Grassfield, secretary of the general 
committee. 

Plans are rapidly going forward 
for advertising by the Florida Citrus 
Committee, in charge of the Tampa 
office of Ruthrauff & Ryan, Inc. This 
campaign is being financed by a 
$400,000 fund authorized by a recent 
legislature. 

Under arrangements just made, 
Florida daily newspapers will pub- 
lish free the newspaper advertising 
of citrus which will appear in 
Northern newspapers during the 
next few months. Florida radio 
stations will also broadcast free the 
citrus radio programs scheduled 
over Northern stations. This coop- 
eration is being given, that citrus 
growers of Florida may see what they 
are getting for their money. 


INTERNATIONAL 


Value 


THE 


TICONDEROGA LINE IS SAFE AND SURE 


When planning your next job, get test sheets of 
TICONDEROGA — there is a finish for every type of 
reproduction—and compare it with other papers in the 
same price class. Then judge for yourself. 


PLEASE ADDRESS ALL REQUESTS TO SALES DEPARTMENT F 


INTERNATIONAL PAPER COMPANY 


220 EAST 42nd STREET, NEW YORK, N. Y. 
BRANCH SALES OFFICES: Atlanta + Boston * Chicago * Cleveland * Philadelphia * Pittsburgh 
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The Week's 
NewPrograms 


New radio programs, changes in 
types of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio ad- 
vertising. 


Nov. 18 
Bourjois Sales Corporation, for per- 
fumes and _ cosmetics. Renewal. 
“Evening in Paris Roof.” Monday 
8:30 to 9 p. m., EST, over 18 stations 
of the NBC-WJZ Blue retwork. Orig- 
inates at WJZ. Agency, Lord & 
Thomas, New York. 
-— = 
Dr. Miles Laboratories, for Alka- 
Seltzer. Renewal. “Uncle Ezra’s Ra- 
dio Station E-Z-R-A.” Monday, 
Wednesday and Friday, 7:15 to 7:30 
p. m. EST, over 18 stations of the 
NBC-WEAF Red network. Origi- 
nates at WMAQ. Agency, Wade Ad- 
vertising Agency, Chicago. 
vvyY 
Illinois Meat Company, for corned 
beef hash and other food products. 


“Radio Gossip Club” with Eddie and 
Fannie Cavanaugh. Renewal. Mon- 
day to Friday, 1:45 to 2 p. m. EST, 
over Columbia stations in Boston, 
Buffalo, Chicago, Detroit, Minneapo- 
lis, Pittsburgh, St. Louis. Originates 
at Chicago Theater. Agency, J. L. 
Sugden Advertising Company, Chi 
cago. 


Audio Promotes 
Speidell, Bradfield 


Frank K. Speidell, director of the 
industrial division, and C. H. Brad- 
field, Jr., treasurer, were appointed 
vice-presidents of Audio Productions, 
Inc., New York, at the recent board 
meeting. 

Frank J. Murray, formerly in the 
publicity and advertising depart- 
ment of several movie firms, has 
joined the company in the sales and 
creative department. Edward S. 
Manson, formerly in publicity work 
and until recently with Fox, West 
Coast, has been added to Audio’s 
production department. 


Gebhart Aapeieted 


Barton R. Gebhart, formerly assis- 
tant to the president of Appalachian 
Coals, Inc., Cincinnati, O., and prior 
to that secretary of the Illinois Coal 
Bureau, Chicago, has been appointed 
vice-president in charge of sales of 
the Chicago, Wilmington and Frank- 
lin Coal Company, Chicago. 


PIERCE-ARROW'S 
ADS TO FEATURE 
SAFETY APPEAL 


Buffalo, N. Y., Nov. 14.—Tying in 
with the current safety crusade, the 
Pierce-Arrow Motor Corporation will 
inaugurate a widespread advertising 
campaign with the theme that the 
Pierce-Arrow is the safest automo- 
bile in the world. 

The Pierce-Arrow advertising of 
its 1936 models has been conceived 
to do two jobs; to settle any doubts 
as to the strength of the independ- 
ent’s position in the motor car field, 
and to present a new reason for 
purchasing higher priced motor cars, 
other than the old ones of class dis- 
tinction, pride of ownership, etc., 
which it was believed were some- 
what outworn. 

Pierce-Arrow copy is seeking to ac- 
complish the first aim, by a series 
of advertisements which point out 
that Pierce-Arrow is so much “alive” 
that it is building an entirely new 
car, from the frame up. The new 


ee 


Sure. We're doing 80. And proud of it! When one 
radio station broadcasts 80 per cent of the automo- 
t advertising in its territory, that’s really 


bile s 
stepping on the old accelerator. 


But records like this don’t simply happen. There 
are reasons. Most important, is the fact that more 
than one-fourth (26.5 per cent to be exact) of 
all pleasure and commercial automobile owners in 
our state live within the primary intense coverage 


area of WGAR... one out of 


R 


eh?” 


in the audience of “Cleveland’s Friendly Station.” 


We’ve heard on good authority too, that motor car 
manufacturers and their ad-men nod knowingly 


when they learn that WGAR is doing a larger total 


every four of 


“Member WN. B. C. 


RIENDLY STATION” 
Blue 


dollar volume business than any other station in the 
city ...has been awarded more national spot ac- 
counts than any other local broadcaster. 

Sure. We're doing 80 on the automotive speed- 
ometer...and just a 
accelerator for more good advertisers, whether they 
make autos, or ships, or shoes, or sealing wax. 
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“CLEVELAND'S F 


to step on the old 


cere 


Network 


John F. Patt, Vice President and General Manager 


Shey OOS 


Edward Petry & Co., Inc., National Representatives 
ei RL ae eee WR ERE EA ee yom 


appeal will consist of emphasis on 
the feeling of safety offered by 
Pierce-Arrow to the person driving 
or riding in it. 

The “brand new car” angle is 
being stressed in advertising in 
newspapers of principal cities, and 
in Fortune, Harper’s Bazaar, New 
Yorker, Spur, The Stage, Time, 
Town and Country, Sportsman, and 
Vogue. The safety theme will be in- 
augurated in December and January 
advertising. 

“The feeling is that this campaign 
should hit at a very timely and op- 
portune moment because the subject 
of safety is going to be accented in 
1936, and this nationwide campaign 
in newspapers and elsewhere will 
reach its height then,’ William M. 
Baldwin, of Baldwin & Strachan, 
Buffalo, in charge of Pierce-Arrow 
advertising, said. 


Skin Is Precious 


“The man who has been making 
money through the depression and 
getting some place, and who has 
plans for the future—a world cruise, 
a new home—feels life is very much 
worth while. His skin and health 
are precious to him, and the appeal 
of this campaign is directly to him.” 

The December and January adver- 
tising will call attention to the fact 
that designing of a new motor car 
has resulted in an exceptionally safe 
vehicle. 

“The 1936 Pierce-Arrow Twelves 
and Eights are not just new cars, 
not just more luxurious cars,” copy 
will point out. “From frame up, 
they are an answer to the nation- 
wide cry for safer and saner motor- 
ing.” One illustration will show two 
clubmen engaged in talk, with one 
remarking to the other, “I bought 
that Pierce-Arrow because it’s the 
safest car in the world.” 


Taste Test Featured 


Faced with the problem of effect- 
ively telling that its beer is made 
with malt and hops, without use of 
grits, rice and corn, John F. Trom- 
mer, Inc., Brooklyn brewer, is run- 
ning a campaign based on a taste 
test in 59 newspapers of the New 
York metropolitan area. 

The publication of results pro- 
duced among persons known to mil- 
lions of people serves as the atten- 
tion-getter. These persons were 
handed two glasses of beer, one an 
expensive imported brand and the 
other, Trommer’s. The question was 
whether they could be distinguished, 
one from the other. Copy tells that 
the public figures were stumped one 
after another, in the test. Cecil, 
Warwick & Cecil is the Trommer 
agency. 


Lands Nassau Account 


Kelly, Nason & Roosevelt, Inc., 
New York. has been appointed for the 
Nassau, Bahamas Development 
Board and to take charge of the Nas- 
sau, Bahamas Information Bureau in 
New York. 


in Trommer Effort. 


Large Campaign 
To Herald New 
Flour Contest 


Minneapolis, Minn., Nov. 14.—A 
heavy national advertising program 
has been scheduled by Pillsbury 
Flour Mills Company, to announce 
a one-month $10,000 contest which 
will open Nov. 18. 

Pillsbury will use The American 
Weekly, Collier’s, Country Gentle- 
man, Saturday Evening Post, farm 
papers, daily newspapers, and 47 ra- 
dio stations to promote the compe- 
tition. 

Advertising will present a conver- 
sation between two women. “What 
kind of flour do you buy, Mrs. 
Jones?” one inquires. Mrs. Jones 
replies, “I buy Pillsbury’s because 
—.” A total of 1,520 cash prizes 
will be awarded for best answers to 
the query, “What is Mrs. Jones say- 
ing?” 

Dealers are directly tied into the 
contest with a display piece contain- 
ing an illustration of two women and 
a huge question mark, in which the 
wording of the contest is repeated. 


Showmanship 


"..WHIO is giving off 
sparks which indicate 
that the anvil is being 
walloped. Dayton 
should be more highly 
regarded as a radio 
market hereafter...." 
So says VARIETY in its 
Showmanship Survey, 
which rates WHIO first 
in Dayton. 


39 S. LUDLOW, DAYTON, OHIO 


= Peers» 


i 


| 
I 


ERIE STREET e 


154 E. 


STOCK PHOTOS/ 


We now have an entirely NEW 
file of UP-TO-DATE stock pho- 
tographs that will fit a thou- 
sand copy ideas. Let us know 
what subjects you want and 
we will send you a selection 
on our 10 day approval plan. 


SHIGETA- WRIGHT INC. 


154 EAST ERIE STREET 


ETA-WRIGHT, INC. 


CHICAGO * 


No 
= 
G 


4 fr = - sie . » $a ; > Y: * a ‘ 7 ve 
iat : ee cr en en A eR eS SAR aN et ge RN RS NR A NA ER 
td ie 4 
ge ane 
* , es es es ee ee 
| the 
— poli 
Gle 
Vance = too 
: Kel 
ane pre 
3 raced ss e “ rep 
Di hie Nea 
NS rae F 
neh rt Pict bef 
Aes rep 
Ree ea 
ai ets wo 
a hein ix tio 
gall Re Sparin o ‘ 
hae Sat ee 
Se eric ae haat 
neg ae | a | tin 
viet, 
itn: WTAE WEE, ad’ 
Wake sie-y ee 
SAR Pal ey rec 
pT eae a 
es ee the 
irre mys 
eet the 
gee aie pac | wa 
Lo eee tor 
Pa) ears een ee 
Fi ee wa 
ue ace 
Pearman Say 
Lahr pene tee bas 
“OB Mea a a 
es eh Fe a pu 
Sie ti ae F th 
5 acge is, Se a | 
%, ers - 
os ager ~ vig 
: — es “— = ee ia &; P<? - 
——— Po tyst yee hy ee et ee) 
oe 5: BR A) a Se ne eet eee 
: ye) oe GS ee) Re An Ce Sa we eee aN a eT 
*. ghee et Pe POO ot nee ae doers geo aa ie 
Aa 4 bois, rho ba gic See emer ke gee eh 
P ‘ r rit ? eo Be Tee ; me ie 
Lge + ae ’ rae a ‘ecu, ) 
F “yp - ae BF ha oe eee ul = rae Rat 3s 
fae i Gee FO ee RO vo casi PERE ae een = 
etc - a, ey Ape" pyc Pe rece Oe Am ee eae st 
Saye 2 eRe Sse ae ape ain SERN EL, Teleeeeert NS Staley sta aren, =), aro eva th i eames 
bare) saat eas 94 se asics ge DIE << tg ea OAR oe os SU ae na OD SA 
TS ree en CCR Coe eae eer hoi a ie 
pee ee - es ae a tit yee yon wy <a eee 
se i poe DEO Mee eet a aS Le eh) eee SA ae ior ngaty 5, aie Rey ee | 
«5 SER as i a Pre mes A z ets Rie hae ain eating gts, 1c Orig ae EF 
mo gee en ee ee ee re Vege eae E i fee a taaa a rags a ae Te ge ee ; 
mat a aa. See pie NRE fos insets Gere Oia Fete ect wee eee ly. 
. Fase A ee! a way a oe ea Ew exe RE ag die Cuesey eae « a 
. ae ae MERE te ogee ee EWN Tiere eae ER a Sige ange 
i kr tc “ 
BE eee Yee 
oo Be nn ale oo —— Dae, sees on : » 
reach i i | ee UE Oh ae ee ? mS 
ie el gaan Tamir ghee ae ee sigh eae te as Ma Ra 4 
Reg it, tod te en ne : ae ae ass nas ones Uige) . *s “Ss 
tae eeieE Bis i: oie he’ EE aia cheno rere ety ese rs aie % 
* spot ese i tie oe ee te peak Pehle 3s Agog re ‘ a? ’ eats 
nee aes ae ae Bree aaa nee ae sag . BR ; 
td ee eee Sec Bae ee pe oS GR Se Sra aera ce a ce — "am hee > 
Sea. ear ee oh a ee eee 0 ee Be“ 
aa 7 ieee? ee ee ial 2 Te 4 a _ ‘, : 
ee: pe ee A a ns oe 7 ae Pai *, S Fi 
SEN cee * Pi se, ue ee ae a an a 
= nS sia 7 ace en aeen 4 y Bi oa 
wm pre cee oe meee .... a , os. ee 
ills. ae ay fev ee eae ro » na ee aoe 
nn a oe ad ice ere - RP a ae oe 
ge ake ge ky a ee ee ad ead os bs ee > f 
Wee ate SPR ae ee Bae ee > a F a ae : _ we 
Ae Ce tab eh ae on) as F eo en ~“y —_ at a Se 
aie ¢ sf She oe ee a Pessoa ae i < . i 
gar : yi panna “ls ors a ae ee ‘ 
ae Se a é RA ds Dita oie aa : 5 ame ee : ‘ . 
RL RO ae Roe Rett gat. ee fee f : eae . 
Be Sar Rika : Hae As es 
et Mae Nene ee : ‘ BS eS = » ‘, = “ 
Pee ee nlie " es ne. 
= ; . ue + 2 - 
' i ; a _ a By q at ‘ CRON Da? 
eae , oo ee a a | Kone 
Binteesi } a ; “ey z, . j ; at “ 
; ae aoe I a 4 Es Ee oe . t % ye z < 
; te Py ¥ > : ae ; & - eAsic 5 =| \“ CK ehSic 
“a % . 5 . .. os -. 4 ha: " Cs é s N 
Fa cee ae a x“ tie ars oy ‘ ” ra 
— "ly 9s a, r ee 4 ron SANG : 
; 5 i a. : : | wer wot, we wo%, 
cree : — . Bra tn ee x ; Pee et 
_ e=—:lCUC<‘ va i RIE ENS AMOI ALE oN 
: 2 a % Nee OORT he a ee 
aa ee Oe P 2 
a teal anaes ae ase +e 
»" * Be Bel ee ee eiree So ae 7 Lee es 
; “at oS og, ee ee 
ae ees ae ee 
me ae a ae 
Ni at Ne ae Sane oe 
iy eek: one = 
Fae foe. 
; : ae oe . ve pe 
ay Pee aera ae gt se ae ; 
ade se Aliens Cemedoa Semen gst reyes Spe tacit r hay 
poe a ae Te ee ore 
as eel’ ek oe eee 
pi shee Q Gn hee eee pedi.) 
ictealy l . i i eae 
pice Be pene. 0 q a ’ 4 a 
Bene ae se = : #} q “US Oo LH Me ete : = <a y i 
ci aE ats ee ge we 
BX SES Eee Ln al : 
eta a 
: es ; ; 
q abe é. Pig * Fe 
ae ee Se 
ee = 
Ps : 
2 a 
: ae a ‘ - 
ae , _ Pate: | 
‘ ay a a 7 7 ee 
J : , i a f 
; ; i. 7 : — 
Z 4 { : ; 
 t_ ie # CHICAGO 
oe cos, ” F ‘ g : 
aca \ ‘ed : 
Ge i ee ss 
ee 7 ae 
a e , af 4 slot grees” re 
eats j j ei a a ae ee 
as . | i Se 
= ° esas i . iy be 
Ohio’s best prospects for new cars and trucks is ey > — . . ye 
Cee ee 2 4 rie .% Pe 2 ce ae ¥ 
Yi te oe ies 2 y ve el be - a: =a 
F "3 * a Paes sili: ‘Se 
ee ; ’ ‘ a ee. 
ee t ‘ r eh. wwe Ete SOR > i ees 
“ | ine, ge ne, a ae 
sat - - er wee he, 
tee ; i Pens he 
a as i - aM a 
} ue ‘ a _—_ a oe ys : i 
| on : 503 sie, a — oe , Re 
q * a bd aes = 
he ae 8 s ae | ie aoe ee em : 
{ uae kat See ir = ee RN Se eae mee ee 
mz PE PHONE SUP. 6064 
: 
. Cae woes Petree ea Oe ee Bhan ige ae roeh tt cen aLt coat, 3 2 re” SE meer e's cot te De ARES he ci, ce Ee Wem Sr he ee co Garages ea kale we es gee tea Wan eum ssn’ gp onda Nel Nee Naaur eT Smee 0g ee ely cee AL ee Reg Ape ae ote Lah alas 
- er ee aa A ii eee, i ie Ree aos ed pies ees STEN ee = eae a eye Fy sie a Zetey be spa en Pb ca) 7 Tye ORY Sot Ne 4. igo fa Bees Oe te ee hs Be Pk ae a etme es a aie Sueence enh a aes ees 5 Raa eS Pb pe ae Boe te ai hd tg 
aan tee er ne hes Wat Fe a te ee Porta Sirah tet ee es oo igs sop gros eee gid aah sree palo py ee ot gr ces asl a3 Bite re Bas v1 oe ae Pg ae its oe Si SO ight ees nied ee 2 Ne ee em ceed mite Bp ee ss 
BENE RS 1 Ct Ste eS Reema Ea 3 0 oe eet ge Sy oe nt 2 aga a Rd we PET See as oon Pp Mente Ae Gol 9 "a ee a te peace agin © Ee aT weariec ys |. SMa nee ae eee eae ee = Ae teens eran pe My FE 5, MR nt Ra a ee 2s ere eA Sea SS IS eho) gaa vise 


1935 


November 18, 1935 


ADVERTISING AGE 


31 


Glenmore Copy 
Praises State 


On Repeal Vote 


Louisville, Ky., Nov. 12.—Seizing 
the opportunity to present company 
policy at a highly favorable moment, 
Glenmore Distilleries Company, Inc. 
took large space in more than 20 
Kentucky newspapers last week ex- 
pressing appreciation of the state’s 
repeal of prohibition Nov. 5. 

Proponents of repeal had asserted 
before the vote that unless Kentucky 
repealed its dry law, the $100,000,- 
000 distilling business in Kentucky 
would be forced to move its opera- 
tions to other states. 

“The mandate of the people con- 
tinues distilling in Kentucky,” the 
advertisement read in part. “We 
recognize in this vote of confidence 
a privilege and an obligation. We 
therefore pledge ourselves anew to 
the support of the laws of the state 
—and welcome the strictest regula- 
tory laws which may best carry for- 
ward the cause of Moderation, 
Temperance, and Tolerance. This 
purpose has guided our business in 
the past. It will continue to con- 
trol it in the future.” 

Copy was signed by Frank B. 


Thompson, Glenmore president. 
Glenmore advertising is handled by 
Reincke-Ellis-Younggreen & Finn, 
Inc., Chicago. 


Cob Clubs Swing 


Favor Edgeworthwise 
In resuming Edgeworth’s “The 
Corn Cob Pipe Club” broadcasts, 
Larus & Brother Company, Rich- 
mond, Va., revealed that 700 local 
clubs have been formed in this coun- 
try and 50 abroad, with a total mem- 
bership of “hundreds of thousands.” 
The program was resumed Nov. 16. 
Headlined in the 29-station NBC 
program Saturday evenings will be 
Strickland Gillilan, “The Crossroads 
Philosopher,” in his first radio series. 
Talent consists of native Virginians, 
most of them on the feature through- 
out its eight-year existence. From 
March to July this year “Corn Cob” 
was on Mutual and Yankee networks 
after two previous years on an NBC 
nation-wide hook-up. Batten, Bar- 
ton, Durstine & Osborn, Inc., is the 
agency. 


Thanksgiving Issue 


for “Post-Dispatch” 

The St. Louis Post-Dispatch will 
issue its usual editions on Thanks- 
giving Day. 

Most evening newspapers do not 
publish on Thanksgiving. Requests 
from both readers and advertisers 
are responsible for the Post-Dispatch 
decision, the paper said. 


THAT HUNTING GENTLEMAN RIDES ONCE MORE 


Window display for Hunter Baltimore Rye which is now being supplied to deal- 
ers. Einson-Freeman Company created the lithographed pieces, through Dor- 


rance, Sullivan & 


Co., the agency. 


Brown Not With “Press” 


A. S. Brown, who was erroneously 
reported to have purchased an inter- 
est in the New York Press, is no 
longer connected with that publica- 
tion in any capacity, according to J. 
A. Maloney, the paper’s publisher. 


THE HOME 


New York 


Bit News 


-HOME 


; ‘ 
COMPLETR want 205 | ; ' 


EDITION 


WICH MINIS OS Tok. 


Can YOU answer these questions? 


WHAT GREAT MARKET 


1 ‘1s commonly ranked as the Fourth Largest in the 


United States? 


2 Has led all other markets in recovery? 


WHAT NEWSPAPER IN THAT MARKET 
3 > Has been the favorite home paper for more than 


60 years? 


Adds density to volume of circulation, by reach- 
ing family units? (76% carrier delivery automat- 
ically selects single residences and flats.) 


Is so popular as an advertising medium that for 
22 years it has been one of the first five news- 
papers in the United States in total advertising? 


Is so effective that the city’s largest department 
stores concentrate nearly two-thirds of their 
newspaper appropriations in this one HOME 


market? 


7 Covers ‘‘buying power’’ districts so thoroughly 
that many advertisers use no other paper? 


The answers to these questions are easy: 
The great market is DETROIT 
The newspaper is THE DETROIT NEWS 


Detroit News 


NEWSPAPER— 76“ HOME - 
Member Metropolitan-Sunday Newspapers 
: 1. A. Klein, Inc. a Chicago: J. E. Lutz 


DELIVERED IN DETROIT 


HOLD SOCIAL 
SECURITY ACT 
MACHINERY AID 


Chicago, Nov. 14.—Because it 
places a tax on human labor, the 
Social Security Act will give tre- 
mendous impetus to modernization 
of factories throughout the land, in 
the opinion of many leaders in the 
insurance business, 

Representatives of companies each 
having more than $750,000,000 of 
insurance in force put the micro- 
scope on this revolutionary legisla- 
tion in a group meeting held during 
the convention of the Life Insurance 
Sales Research Bureau and Associa- 
tion of Life Agency Officers at the 
Edgewater Beach Hotel this week. 

Consensus was that the Social 
Security Act will be helpful to in- 
surance in helping focus public at- 
tention on monthly income at age 
65. At the same time, the insurance 
men are doing some private quaking 
for fear that the act will be amended 
so that a widow will continue to re- 
ceive the payments which have been 
made to her husband. 

They also reported that already 
the shadow of the Social Security 
Act is affecting salesmen in the 
field. More than a few of the men 
on the firing line are meeting the 
carefree belief that “Uncle Sam is 
going to pay me plenty in my old 
age.” There is a general misunder- 
standing as to how and when the 
act will bcgin to function, it was 
said. 


Can’t Understand Act 

And the insurance experts freely 
confessed that they don’t under- 
stand the act either. One who ex- 
pressed the belief that employers 
would make every effort to reduce 
the amount of tax they must pay by 
substituting machinery for men in 
every way possible, described the 
act as a whole as a “jumble of in- 
consistency.” 

By 1980, the government will have 
created a reserve of 47 billion dol- 
lars to insure operation of social 
security. All of this money will be 
invested in government securities 
under the act. There is at present 
only 34 billion dollars of such se- 
curities and there is talk of retiring 
part of them. 


Two Name Cone 


Andrew Cone Agency, New York, 
has been named by the Plymouth 
Cordage Company, North Plymouth, 
Mass., to conduct a farm advertising 
campaign on Red Top and Green 
Top binder twine and by Luders 
Marine Construction Company, yacht 
builder of Stamford, Conn., to ad- 
vertise Luderships in class and 
yachting magazines. 


Herrick Joins Key 
Burke Herrick, formerly radio di- 
rector of Schwimmer & Scott, Chi- 
eago, has joined Key Advertising 
Company, Cincinnati, as account ex- 


ecutive. 


On the next 


PAGES 


is the key with 
which many 
substantial bus- 
mess concerns in 
America opened 
the door to new 
business, increas- 
ed sales, and less 
wasteful selling 
and advertising. 


To the man 
who wants 


RESULTS 
FACTS 


and 
ACTION 


this advertise- 


ment will appeal. 
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From (oast to (oast 


WE GATHER 
FACIS QUICKLY 


Ross Federal Research Corporation is, so far as we know, the 
largest single field research organization in the world devoted to 


the service of manufacturers, advertising agencies and advertising 
media. 


It has the size and capacity to secure adequate data on any subject 
in its field promptly. 
Its keenly attuned organization functions with a smooth flow of 


power which reduces the complex field job to one of almost 
elemental simplicity. 


Do you want to know in the next 96 hours just how well the public receives your new 


radio program in, say, 250 cities and towns? Ross Federal lays the answer on your desk 
in 96 hours! 


Perhaps you wonder how your dealers in 35 states will react to a new sales and credit 


policy? Ross Federal brings you the answer quickly—no need to risk a going business 
on a guess! 


Do you want to know what a cross section of America thinks about you, your products, 
your advertising . . . right now? Ross Federal gives it to you . . . right now! 


What paper shall you use in Minneapolis? What trade or business paper reaches your most 
profitable prospects? Who owns old radio sets and who could use new ones? What is the 
distribution of your product and competitive products in Chicago, Las Vegas, Atlanta 
and Albany? What has happened to your durable goods business? These and hundreds of 
other questions are answered every day by Ross Federal Research Corporation! 


Here you have a new working tool. It inexpensively replaces the 
old guess work system and substantially aids sound, “must know 
in advance’ business organizations. Facts, aligned by markets, 
marshalled by policy needs, tuned to new selling opportunities, 
troop up to your desk and stand in review. To them, you apply 
judgment and experience and specialization ...to the constructive 
advantage of your company, yourself, your customers. 


And it is NEW as a dependable factor . . . because it provides 
Field Supervision and eliminates the Time Lag! 


This unique ability to accomplish BIG jobs or little jobs, anywhere 
in America, producing in terms of days what we once measured 
in terms of months, rests squarely on an immense handpicked, 


supervised field force. 


—oe 
—— 


ROSS FEDERAL RESEARCH CORPORATION 


: Affiliated with ROSS FEDERAL SERVICE, 


INC. 
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from (anada to the Gulf 4 
,; DEPENDABLE 


Y| FOR BUSINESS 


Each one of the over 3000 field representatives 1s personally i inter- 
viewed by a responsible company employee and 1s selected for 
judgment, integrity, and intelligence. His average age is 35, he 1s 
bonded, he represents the recommendation of responsible citi- 
zens, and he 1s mtiumately acquainted with the community im 


which he lives. 


Over 350 motorized supervisors are directly responsible for the 
field performance of the organization and they report daily to 31 
branch managers. 


This field force handles hundreds of thousands of dollars annually, 
without a single loss having been checked up against them. It 
oversees and vouches for the integrity of money transactions 
running into millions of dollars annually. 


There is nothing theoretical in this! You are dealing with an 
organization which thinks sanely and in terms of what practical, 
cold, hard cash means to your success or failure. 


There is nothing academic about this! It KNOWS that “With 
facts youre sure, with theorems YOU GUESS’ and that if you 


lose, Ross Federal loses. 


But better than all this. Woven into the texture of this organization 
is the desire to do the best job it knows how. It has the spirit to 
‘carry the mail” and gets as much kick out of hard won performance 
as you do out of the results they bring you. 


Experience 1s gained by doing as well as thinking err Weve 
executed over four thousand assignments in the last 15 months. 
That's Experience! 


_ A few of the services which it performs more regularly are found 


on the next page. 3 
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31 BRANCH OFFICES : :  : 3700 BONDED FIELD REPRESENTATIVES : : : 380 MOTORIZED SUPERVISORS seliacl 
LXUM] 
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And if you want to know more about what we can do for YOU, 
call in the branch manager nearest you or write us in New York. 


There isn't the slightest obligation. 


Consumer Surveys: Resident representatives obtain con- 
sumer reactions on products, packages, brands, and advertising. 
They secure consumer preferences on any subject of importance. 


Retail and Jobber Studies: Detailed studies of retailer 


and jobber attitudes towards sales and credit, policies, advertis- 
ing, brands, distribution facilities, etc. 


Consignment Placement and Inventory: An invalu- 


able service to manufacturers placing merchandise on consign- 
ment with wholesalers or retailers. This will save you money. 


Media Studies: Circulation and reader analyses to determine 
special advertising values for agencies and advertisers, 


Coincidental Radio Surveys: National or by primary 


areas. The area method is the most comprehensive method for 
studying the listening audience in metropolitan cities and the 
surrounding smaller markets in the primary area. This type of 
study reaches right down into the farm home. 


Surveys of Radio Electrical Transcription: A pains- 


taking report of the technical and amusement phases of radio 
electrical transcriptions, anywhere. 


Charge Account Development: Designed to build per- 


manent new charge customers and to regain old charge customers 
for department stores and national distributors, including gaso- 
line companies. Successfully used by several of our clients. 


Consumer Home Inventory: A monthly inventory of 


consumer buying habits in 15,000 or more homes, coast to coast. 
Classified by economic standing. 


Publication Studies: To determine reader preferences, buy- 
ing habits, quality of circulation, and other factors of importance 
in space buying. 

News paper Studies: A specialized service, designed to 
cut the cost of newspaper field research made by a newspaper 
for itself or its clients. Effectively used by numerous newspapers. 
Industrial Market Studies: Created to help manufac- 
turers of durable goods to develop new markets and to eliminate 
unprofitable prospects. 

Outdoor Advertising Surveys: Designed to fit the par 
ticular requirements of the outdoor advertising medium. 


Screen Advertising: A national service to measure circu- 
lation and audience reaction. 


Credit Reporting: A tactful service to meet unusual re- 
quirements which some time confront a manufacturer. 


Distribution: Distribution checks are made nationally or 
locally on any form of product, quickly and inexpensively. 


Shopping Service: Retail purchases made in all classifica- 
tions of retail outlets, 


Pros pect Qualification: A new short cut method to more 


profitable sales which can be adapted to a number of enterprises, 
particularly where the retail sales effort is below par. 


Additional Services: There.are eleven additional specialized 
services, any one of which may solve a long felt need in your 
organization. These include linage measurement, traffic measure- 
ment, intra-organization check-ups, Direct Mail evaluation, 
building the hard-to-get mailing list, etc. 


A Partial List of Clients: Crowell Publishing Company . . . General Motors Corporation . . . National Broadcasting 


Company . . . The Chicago Tribune . . . The Pittsburgh Press . . . Gerber Products Company . . . General Electric Contracts 


Corporation . . . American Radiator Company . . . McFadden Publications . . . Ford Motor Company . . . Marshall Field & 
Company (wholesale) . . . and 100 Other Leading American Business Concerns. 


ROSS FEDERAL 
RESEARCH CORPORATION 


6 EAST 45th STREET, NEW YORK 


EXECUTIVE, 6 East 45th St., New 
York, N. Y., MUrray Hill 2-6221. 
CHICAGO, Walter [. Brown, 624 S. 

Michigan Ave., Wabash 3753-4. 
DETROIT, H. W. Donaldson, 154 
Bagley Ave., Cadillac 2424 & 3560. 
CLEVELAND, F. A. Rosevelt, 815 
Superior Ave., East, Cherry 5669. 
PITTSBURGH, Harold C. Lund, 535 
Fifth Avenue, Court 0960 & 0961. 
NEW YORK, J. A. Kraker, 120 West 
42nd St., Wisconsin 7-7455. 
MILWAUKEE, C. R. Corradini, 716 
N. 11th St., Marquette 3292. 
CINCINNATI, L. W. Holthaus, 525 
Walnut St., Parkway 8457. 
INDIANAPOLIS, B. E. Jolley, 320 
N. Meridian St., Lincoln 6643. 
BOSTON, Ruel G. Williams, 216 Tre- 
mont St., Hancock 2630. 
BUFFALO, Nathan F. Klein, 17 
Court St., Washington 6314. 


Send for “Spot News,” 
a free publication report- 
ing bi-weekly business 
conditions in those cities 
and towns not usually 
reported upon. Watch 
America at work... in 
the field. 
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Branch Offices 


see 


PHILADELPHIA, R. M. Olinger, 11 
N. Juniper St., Rittenhouse 1214. 
WASHINGTON, O. M. Young, 1101 
Pennsylvania Ave., National 9580. 
KANSAS CITY, P. A. LaRoche, 1807 
Grand Ave., Harrison 8079. 

ST. LOUIS, H. O. Gleiss, 3615 Olive 
St., Franklin 5955. 

LOS ANGELES, R. W. Thayer, 536 
So. Hill St., Michigan 2801. 

SAN FRANCISCO, J. J. Jonas, 935 
Market St., Garfield 3130. 

SEATTLE, W. H. Earles, 1904 Third 
Ave., Elliott 0471. 

DALLAS, Harry Thayer, 1700 Com- 
merce St., Tel. 2-6568. 

DENVER, J. C. Page, 635 18th 
Street, Keystone 5906. 

SALT LAKE CITY, G. L. Cloward, 
175 So. Main St., Wasatch 1477. 


MINNEAPOLIS, Carlyle J. Storeim, 
730 Hennepin Ave., Bridgeport 4563. 

DES MOINES, Harry Schiffrin, 507 
10th St., Tel. 4-1931. 

MEMPHIS, C. E. Wallace, 8 N. 
Third St., Tel. 6-3612. 

CHARLOTTE, W. W. Gaston, 112 
S. Tryon St., Tel. 5074. 

ATLANTA, W. O. Anderson, 101 
Marietta St., Main 9799, 

ALBANY, W. O. Redden, 90 State 
St., Tel. 4-8212. 

NEW ORLEANS, Ernst Boehringer, 
3830 State St. Drive, Walnut 5951. 

OKLAHOMA CITY, C. C. Charles, 
426 N.W. 25th St., Tel. 5-4784. 

OMAHA, W. G. Caldwell, 306 S. 
15th St., Jackson 6580. 

PORTLAND, H. W. Keitle, 309 S.W. 
6th Ave., Atwater 3978. 

NEW HAVEN, O. K. Swann, 7 
College St., Tel. 6-4232. 


Would you like a copy 
of .. . “The Woods Are 
Full of Experts but—!” 
Live, terse, and a good 
booklet to read. 
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Information 


forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 844. An Analysis of the Adver- 
tising Distributors Association. 


This folder presents, in interesting 
form, what the Advertising Distribu- 
tors Association is, its aims and pur- 
poses, the qualifications for and ad- 
vantages of membership in it, and 
the ways in which it serves the 
advertiser. 


No, 845. The 1935 Farm Market in 
the Sure-Crop Area. 


Prepared by the market research 
department of The Western Farm 
Life, this booklet is a study of the 
Denver wholesale trade territory, 
known as the “sure-crop area’ be- 
cause it embraces more than half 
of all the high-producing irrigated 
land in the United States The book- 
let contains data on cash income, 
acreage, production and value of 
crops, livestock and poultry, and 
shows how thoroughly The Western 
Farm Life covers the 181,969 farm 
homes in the territory. 


No. 846. Store Story. 


Ladies’ Home Journal gives, in 
this folder, a picture story of the 
immediate nationwide response of 
department stores to the sales mak- 
ing power of its editorial content, 
and shows how store managers an- 
ticipate each month the buying de- 
mand from the Journal’s influence. 


No. 847. 
Utah. 


This brochure, issued by KDYL, 
the NBC station at Salt Lake City, 
provides an advertiser’s guide to the 
intermountain market. It contains 
technical information about the sta- 
tion, market data, a description of 


KDYL—Salt Lake City, 


its promotion service, and tables 
showing KDYL’s coverage of the 
area in relation to population, in- 
come and radio ownership. 


No. 848. Survey of 5,000 Shipping 
Departments. 


This survey, by Shipping Manage- 
ment, gives information on methods 
of shipment, types of containers, 
packing material and equipment 
used, classifies shipments by size, 
weight, distance shipped, and types 
of products handled. It answers 14 
leading questions on the value of 
Shipping Age to firms who sell prod- 
ucts or services to the shipping 
market. 


No. 849. What Is Your Hundred and 
Eighty Million Dollar Sales Force 
Doing for You? 


In an effort to learn how drug 
stores’ sales drives are run and how 
much merchandise they sell, Drug 
Topics has secured information from 
correspondents and by mail on 1,365 
such events. The drives studied are 
contained in this brochure, broken 
down by product. The results show 
the importance of enthusiastic co- 
operation on the part of the drug- 
gist, and how the pages of Drug 
Topics spur druggists to action. 


No. 850. Motion Picture Advertising 

Presentation. 

This presentation, by General 
Screen Advertising, Inc., covers the 
story of “Minute Movies” as an ad- 
vertising medium, It includes a 
tabulation of the relative influence 
of men and women in family purchas- 
ing, a breakdown of motion picture 
audiences by age groups, cost of pro- 
duction involved in a campaign, and 
a number of pages devoted to evi- 
dence of the sales effectiveness of 
this medium. 


No. 829. Women Who Are Buying 
in Department Stores. 


In this study by Good Housekeep- 
ing, 20,312 interviews with women 
customers in 231 departments of 14 
stores in 14 cities reveal the answers 
to two questions: “What magazines 
do you yourself read regularly?” and 
“Of these magazines is there any one 
in whose advertising pages you have 


particular confidence?” 


wastes as great as 


I LOS ANGELES COUNTY, 4 out of the5 metro- 
politan newspapers sell 267,000 copies 
daily to charity families. 

A Purline comparison indicates that only 
one Los Angeles newspaper, The Times, re- 
duces such wasteful circulation to a negli- 
gible amount. The far-seeing Purline is not 
based on circulation alone, which in many 
cases represents a larger percentage of non- 
income families. The Purline measures the cost 
of reaching actual spendable income of readers. 

Los Angeles Purline Rates 


The Times. ,« & Bes 
Newspaper B ... . 1.89 
Newspaper C ... . = 1.37 
Newspaper D ...._ 1.30 
Newspaper E ... ._ 1.87 


Obviously, each advertising dollar in- 
vested in The Times DOUBLES THE 
EXPECTANCY OF RETURN of a dollar 
spent in any of the other 4 local newspapers. 


Los Angeles 


PURLI NE = line rate X 1 billion dollars 


purchasing power of readers 


res advertising 
40c on the dollar 


Thus The Times cuts productive advertising 
costs in half. 


Results bear this out. Among the 81 larg- 
est and fastest-growing retail stores in Los 
Angeles, 54 have learned by experience that 
it pays to use The Times exclusively—or to 
use more of their space in The Times. 


Advertising in The Times invariably pays 
bigger dividends, because it reaches more 
people who are able to buy — at an amaz- 
ingly low Purline cost. 


Interested advertising and sales executives 
are invited to write for ‘‘A New Survey of 
23 Market Areas of Los Angeles County.” 
Write to National Advertising Manager, 
Los Angeles Times. 
Or call Williams, 
Lawrence and Cresmer, 
New York, Chicago, 
Detroit, San Francisco. 


Times 


Outdoor Group 
Ready for New 
Orleans Meet 


Chicago, Nov. 14.—A service guar- 
antee program which has been in 
operation in Illinois and several 
other states for some months, will 
be one of the high points of the dis- 
cussion at the meeting of the Out- 
door Advertising Association in New 
Orleans Nov. 19-20. 

This plan calls for special state 
committees to which all complaints 
of incomplete or inadequate service 
are referred. The committee acts 
as a jury in passing on the merits 
of the complaint, and if it finds for 
the advertiser, the plant owner af- 
fected is requested to make a refund. 
If the plant owner does not do so, 
the state association itself takes 
care of the matter. 


Many Discussions Scheduled 


B. W. Robbins, General Outdoor 
Advertising Company, and Frank T. 
Hopkins, National Outdoor Adver- 
tising Bureau, are slated to discuss 
this question, while John Benson, 
president of the American Associa- 
tion of Advertising Agencies, will 
discuss the value of organized ac- 


tivities in the outdoor field to adver- 
tising agencies. 

The national sales session will 
hear talks by Turner Jones, Coca- 
Cola Company; Robert H. Crooker, 
Campbell-Ewald Company; Joe M. 
Dawson, Tracy-Locke-Dawson; and 
Clifford L. Fitzgerald, Fitzgerald Ad- 
vertising Agency. Local sales will 
be discussed at a special session by 
a number of plant owners. 

Discussions of the work of the 
Traffic Audit Bureau and of plans 
for widening the regional represen- 
tation plan of the association are 
also scheduled. 


Promotional 
Linage Higher 


Chicago, Nov. 14.—Promotional 
advertising in the advertising field 
in October showed an increase of 
11.3 per cent compared with the 
corresponding month of last year, 
according to a tabulation released 
here today. The figure for last 
month was 252,938 lines, which was 
also 1.3 per cent ahead of September, 
1935. 

Newspapers continued to account 
for the lion’s share of the promo- 
tional copy appearing in the adver- 


tising press, with 86,240 lines, or 34 
per cent of the total. Magazines 
were second, with 46,970 lines, or 
18.5 per cent of the total volume. 
Other classifications accounted for 
the following figures: 

Business papers, 23,660; advertis- 
ing agencies, 16,996; radio, 15,092; 
advertising production, 13,644; 
paper, 11,508; signs and displays, 
9,058; farm papers, 8,372; car-cards, 
392; outdoor advertising, 392. 

The publications on whose linage 
figures the tabulation is based are 
as follows: 


Lines 
Advertising Age (w.)........ 92,946 
Advertising & Selling (b.w).. 38,444 
Printore’ Fa GW) ococceveees 49,868 
Printers’ Ink (Monthly)..... 14,686 
Sales Management (b.w)..... 37,268 
Tide Ct.) 0.0 +0t end vesensawkn 19,726 


Joins “This Week” 
Lionel Kauffman, formerly in the 
copy department of the Gardner Ad- 
vertising Company, has joined the 
promotion staff of This Week, New 
York. 


To “Country Life” 

For many years with the Review 
of Reviews and the Quality Group, 
Walter F. Shea has joined the adver- 
tising staff of Country Life, New 
York. 


Represented. Nationally by 


— is the plus value you receive when you use the News-Post. 


Not only does News-Post advertising mean better than 4 out of 5 
coverage of Baltimore’s families (84.4% to be exact) but the total cir- 


culation of 200,701 (12 months average) means 60,000 MORE than 
any other Baltimore evening daily—and at 35 a line. 


These extra buyers can use a lot of your merchandise. Tell them 
and sell them through the News-Post. 


ALTIMORE 


EWS:-POST 


HEARST INTERNATIONAL ADVERTISING SERVICE 
Ropney E. Boone, General Manager 


The Baltimore American has a plus coverage, too. 


227,842 circulation—the largest in all the South and 20,000 


more than any other Baltimore Sunday Newspaper. 
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~ “pip You “wow THAT 
(B)aacnitecrure HAS TAKEN 
THE GUESS OLT OCF ADVERTISING 
To ARCHITECTS BY 'TS UNUSUAL 
DIRECT INQUIRY RESORD OF 
THE PAST 19 MONTHS?” 


UshtraagD) orrion F 


ARCHITECTURE, The Professional Journal for Architects, 


Is Published by Charles Scribner’s Sons 


100% 


it isn’t good enough. 


When I get through, 
it may not be 100% 
good — but it will be 
better. You will get 
useful, practical sug- 
gestions, or entirely re- 
written text and im- 
proved lay-out. A fresh 
mind may perceive a 
new or modified angle 
of approach. 


Copy 


Good? 


Sometimes the writer has the joy of 
knowing his copy is gaod—maybe excellent, 
but seldom have any of us the egotism to say 
itis 100%. And so long as there is any doubt, 


If there is any question in your mind 
about your copy—wording, display, illustra- 
tion, theme—send it to me for checking. 


Quite a lot of such 
work is coming to me 
and so far as I know, 
every client is satisfied 
—or better. One thing 
that helps is that my 
fees are very moderate. 
So it isn’t so hard to 
make them profitable 
to my clients. 


The booklet “WHAT’S WRONG WITH_ ADVERTIS- 
ING” gives a fair idea of what I do and how. It and 
some other material will be sent on receipt of 6 cents stamps. 


Charles Austin Bates 


18 East 48th Street 


New York 


| Getting Personal 


Joe Laird, sales manager of Laird & Co., is changing the name 
of his yacht from Ann to Velma, by way of a compliment to Mrs. Laird. 
Mrs. Laird, incidentally, was one of Ziegfeld’s glorified girls a short 
time ago...Joe Hanff is trying to sell a Philadelphia beauty the idea 
of becoming the daughter-in-law of the president of the Hanff-Metzger 
agency, according to columned reports...Billy Hillpot, who used to be 
one of the “Smith Bros.” of radio fame, has reformed and is now an 
advertising man with Lord & Thomas, where he specializes in radio 
production...Frank E. Gannett, the newspaper publisher, dropped off 
at Newburgh, N. Y., this week to address a meeting of the laymen’s 
association of the New York Conference, Methodist Episcopal Church. 
He pointed out that a democracy cannot exist without a free press... 


Margaret Fishback (Mrs. A. Antolini) has a new colored maid 
whose name is Vera Lonesome...John Gleason Escher, Time repre- 
sentative, was married last week to Sara Ann Hubler, Smith graduate 
and Dayton, O., Junior Leaguer... 

Stanley R. Resor, son of the agency president, Stanley B. Resor, 
received the Samuel Henry Galpin Latin Prize for the best entrance 
examination in Latin, Yale authorities announced last week...John 
David Hymes, of Lord & Thomas, found Virginia Hubbard, of Park 
Avenue, responsive when he spoke to her of love. The date for the 
wedding has not been set... 


Boston tophats and brown derbies and their womanfolk are breath- 
lessly devouring “My Honeymoon,” by Mary Curley Donnelly, the first 
installment of which appeared in the current Sunday Advertiser. The 
author is the daughter of the governor of Massachusetts and the wife 
of Ed Donnelly, of John Donnelly & Sons, the outdoor firm, with whom 
she has just completed a honeymoon trip around the world... 


Melvin Gerard, Boston representative of National Sportsman and 
Hunting & Fishing, is proving his right to be in a sporting organization 
by taking his vacation for a November hunting trip...Fritz J. Frank, 
president of Iron Age, has been awarded the Rollins Decoration of 
Honor by Rollins College in recognition of his distinguished and emi- 
nent service. He was graduated in ’96 and is a Rollins trustee... 

Ladies Auxiliary of Infants Home of Brooklyn has arranged a 
testimonial dinner Nov. 23 at the Plaza for Alfred J. McCosker, WOR 
president and Mutual chairman. Grover Whalen, Mayor F. H. La- 
Guardia, Al Smith, Postmaster General James A. Farley, and many 
other notables have accepted places at the head table... 

Donald Flamm, owner of WMCA, was one of the chairmen of the 
28th anniversary dinner for the benefit of the National Home for Jewish 
Children in Denver at the Waldorf-Astoria Nov. 10. He has been a 
director of this institution for some years... 


A sudden decision on the part of his mount that it could do the 
job better alone and no desire to emulate a British prince caused 
Allan MacDougall, a. a. m. of National Distillers, to come a cropper 
last election day as he was putting his hunter over the jumps. His 
injuries, while not serious, will keep him from the office for ten days... 

Stuart Peabody, of The Borden Company, is rapidly making candid 
camera fans of fellow members of the A. N. A. The two latest to take 
up the hobby are Allyn Mclintire, Pepperell Mfg. Company, and Jack 
Platt, Kraft-Phenix Cheese Corporation... 

Pictures taken of the third anniversary celebration of the New 
Haven's counter-bar car caught a number of advertising people enjoy- 
ing ham and eggs on the house while on their way from domestic 
tranquility at Greenwich and intermediate points to the bustle and 
strife of the city. Among them were William E. Dempster, Herald- 
Tribune; Eugene Spaulding, MacKay Spaulding Company; Howard Bald- 
win, New Yorker; Florence Clisbee, Pedlar & Ryan, Inc.; and Earl 
Blossom, advertising illustrator... 

Aubrey Drury, now of the Drury Company, San Francisco agency, 
has written several million words of copy on the California climate 
without tiring of his subject. His latest work, “California: A Familiar 
Guide,’ has just been published by Harper & Brothers... 

H. Knippenberg, of Collier’s, has nominated for the presidency on 
both tickets Charlie Beardsley, general sales manager for Alka-Seltzer, 
the Elkhart, Ind., sensation. It seems that Mr. Beardsley provides 
rocking chairs in which the space peddlers may nurse their bunions in 
comfort. .. 


Keen Johnson is receiving congratulations of his numerous friends 
on his election as lieutenant governor of Kentucky. His new job will 
not interfere with the old one of publishing the Daily Register at 
Richmond. . . 


A. D. Lasker, president of Lord & Thomas, has been appointed 
co-chairman of a committee to bring the two national political conven- 
tions back to Chicago in 1936. . . Henry Ewald, Detroit advertising 
tycoon, is taking a look at Vera Cruz and Mexico City and will not 
be back at his desk until Dec. 1... 


Sherman F. Johnson, who recently resigned as general advertising 
manager of International Silver Company, Meriden, Conn., was ten- 
dered a testimonial dinner the other day by his old pals. He emerged 
from the fracas with a handsome silver tray, suitably engraved. . . 


They had to tear down the clubhouse of the Boston Athletic Asso- 
ciation to get Jim Hooley out. The New England manager for Collier’s 
has moved his lares and penates across the street to the Hotel Lenox, 
whence he can watch the destruction of his old home. . 


The March of Time program on the CBS borrowed, with acknowl- 
edgment, an address recently made by H. P. Gillette, publisher of 
Water Works and Sewerage, before the Pennsylvania Water Works 
Association. Mr. Gillette has made exhaustive studies of drought 
cycles. .. 


Robert P. Robinson, of Lord & Thomas, is easily the most pro- 
ficient Munchausen in the ranks of Chicago Post No. 170, American 
Legion. He won the Armistice Day contest of the post for the most 
amazing story of “How I Won the War.” The prize was immediately 
opened and tossed off by the Colonel’s large circle of admiring 
friends. . 

While Will Rogers, Jr., has assumed his new duties as co-publisher 
of the Beverly Hills Citizen, a weekly, he isn’t haughty. He expects 
to write news, sell advertising, set up type in emergencies and sweep 
out the office at odd moments. . 


Beck, Brantley to Speak 

Thomas H. Beck, president of 
Crowell Publishing Company, and 
T. L. Brantley, national advertising 
director of Crowell, will address the 
second joint meeting of the Phila- 
delphia Club of Advertising Women 
and the Poor Richard Club Nov. 21. 


Ridgway Promoted 


Thayer Ridgway, for the past year 
promotion manager of the Los An- 
geles Illustrated News and Post Rec- 
ord, has been appointed national 
advertising manager of both papers. 
He was formerly promotion manager 
of the Los Angeles Eraminer. 


Linseed Oil 
Makers Plan 
Co-op Drive 


Milwaukee, Wis., Nov. 14.—The 
newly-organized Linseed Meal Edu. 
cational Committee has announced 
plans for a national advertising and 
educational campaign for the linseed 
oil and linseed meal industry, a re. 
sumption of the educational pro- 
gram which manufacturers have 
carried on for linseed meal as an 
animal food. 

The member companies will co- 
operate through the educational com- 
mittee in the new program. No 
individual company advertising is to 
be done. The trade mark of the 
group will be placed on the products 
of all member companies. Klau- 
Van Pietersom—Dunlap Associates, 
Inc., Milwaukee, has been named to 
handle the account, 

Associated in the campaign are 
Archer-Daniels-Midland Company, 
Minneapolis; Spencer Kellogg & 
Sons, Inc., Buffalo; Pittsburgh Plate 
Glass Company, linseed oil division, 
Milwaukee; National Lead Company, 
New York; Minnesota Linseed Oil 
Company, Minneapolis; Brown Lin- 
seed Company, Staten Island, N. Y.; 
and Pacific Vegetable Oil Company, 
San Francisco. Other manufactur- 
ers, including a large group of 
Pacific Coast linseed crushers, are 
expected to join the movement 
shortly. 


Robins to Metropolitan 


M. M. Robins, formerly advertising 
manager of the Third National 
Realty Corporation, and more recent- 
ly on the staff of Andrew Cone Gen- 
eral Advertising Agency, Inc., has 
joined Metropolitan Advertising 
Company, New York, as account 
executive. ; 


Gousha Starts Drive 


H. M. Gousha Company, Chicago, 
publisher of road maps, has planned 
a campaign in magazines and busi- 
ness papers. Ford, Browne & 
Mathews, Chicago, are in charge. 


PIGGLY-WIGGLY 
MANAGER SAYS 
WSM UPS SALES 


@ Jack Re, en, Manager Tennes- 
see Piggly-Wiggly’s leading store 
unit says: “Food products adver- 
tised through WSM are almost, 
without exception the best selllers 
in my store.” 

Moral: Ask your dealers about 


WSM, 50,000 Watts, Nashville, Tenn. 


“AT YOUR SERVICE” 


(AEEEALEE: 


Zt NEW YORK CITY 


ATTENTION OF 


All Advertisers— Account Execu- 
tives—Sales Managers—Copy Writ- 
ers—Space Buyers and Artists visit- 
ing or living in New York ..... 


The 26 story Hotel Piccadilly is in the very 
center of Times Square—Great Theater-ing! 
(Within 4 minutes WALK of ‘Radio City,” 
69 theatres and Madison Square Garden.) 
8 minutes to Grand Central—Great Time- 
saving! Bright, richly furnished rooms with 
all up-to-the-minute conveniences—Great for 
Living! After 11 p. m. a location as quiet 
as a country lane. That, plus deep soft beds 
means—Great Sleeping! 60 watt bathroom 
bulbs—Great Shaving! And—daily rates 
from $2.50 (weekly from $11.50) are—Small 
when Paying! 


Pick the Piccadilly . . . the 
Right Hotel for Light Sleepers 
and—Light Incomes. In the 
hub of things yet out of the 
hubbub! Phone or write for 
free “Map-Guide of N. Y.C.” 


Hotel, 
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ADVERTISING AGE 


Fireworks Will 
Open Drive for 
Holiday Trade 


Chicago, Nov. 15.—The big push for 
holiday business in this city will be 
launched the first week of next month 
with a city-wide program of “grand 
openings” in 19 business sections fea- 
tured by fireworks displays. It is 
believed to be the first time that 
Fourth of July technique has been 
used as a business stimulator, in the 
North at least, during the Christmas 
season. 

The aerial display will be staged 
early in the evening to draw people 
to the shopping districts. Local ad- 
vertisers will tie in to the show with 
the use of set pieces. Some national 
advertisers are planning to partici- 
pate. One piece has been designed 
for Sunkist oranges showing juice 
being squeezed from half an orange 
into a glass. 

Davenport, Ia., merchants will pro- 
duce a similar show from barges on 
the Mississippi river. A committee 
supporting the innovation includes 
Richard J. Thain, advertising man- 
ager, Carson Pirie Scott & Co., H. R. 
Van Gunten, Lord & Thomas, and 
Flint Grinnell, Downtown Shopping 
News. 


Leaves Fletcher & Ellis 


Marie Jacobi has resigned as art 
buyer of Fletcher & Ellis, Inc., New 
York, to join the studio recently or- 
ganized by Arthur W. Munn and 
Voorhees F. Macom in the Interna- 
tional Building, Rockefeller Center. 


G. S. Wellman Appointed 


Gerald S. Wellman, formerly ad- 
vertising manager of Simmons Mfg. 
Company, Cleveland, O., has been ap- 


pointed vice-president and account ex- 


ecutive of McDaniel-Fisher & Spel- 
man, Inc., Cleveland. 


RAPID 


COPY SERVICE CO. 


Dont bother sketching 
photos in layouts. 
Paste in a photostat of 
the photographs. 


e SIX BRANCHES -« 


NEW YORK 
415 Lexington ...... 444 Madison 
VAnderbilt 3-3680 


s 
CLEVELAND 
Union Trust. Bldg. 

Main 9335 


« 
CHICAGO 
110 So. Dearborn .. . 228 No. La Salle 
360 No. Michigan Ave. 


STAte 5977 


24-HOUR DRIVE 
REAPS IMMENSE 
SALES VOLUME 


G-E Salesmen Break Records 
in All-Night Effort 


Cleveland, O., Nov. 12.— Proving 
that Americans are ready and will- 
ing to buy, if they are “asked for 
the order,’ salesmen for General 
Electric home appliances netted a 
total of $1,365,222 in retail sales of 
electric ranges, refrigerators and 
kitchens in a 24-hour nation-wide 
sales drive, which ran all through 
the night. 

The around-the-clock selling effort 
was staged Friday, Nov. 1, which was 
known as “Zim’s Red-Letter Day,” 
after P. B. Zimmerman, manager of 
the G-E specialty appliance depart- 
ment. 

Salesmen throughout the country, 
after calling on prospects at their 
places of business and in their 
homes, turned their sales guns on 
night workers, They sold the po- 
liceman on the beat, firemen, theater 
attendants, motormen, conductors, 
railroad workers, telephone em- 
ployes, morning newspapermen, res- 
taurants, dance hall people, gas sta- 
tion attendants, and covered the en- 
tire field of people who work 
through the night. 

Directing the one-day drive was 
Jean DeJen, national campaign man- 
ager, who established headquarters 
in Cleveland’s Hotel Statler for the 
day. There hourly reports were re- 
ceived from G-E distributors in 56 
leading cities. As these reports came 
in by telegraph and over long dis- 
tance phone, the hourly progress of 
the day’s selling was chalked up on 
huge blackboards. An _ optimistic 
total of a half million dollars in 
sales had been set up as the day’s 
quota. But when the final figures 
had been compiled the sales had 
reached almost 300 per cent of that 
mark. 


No Prizes Offered 


No special prizes were offered on 
“Zim’s Day.” G-E salesmen were in 
the midst of an eight-weeks’ sales 
campaign. They were unprepared 
for the special day’s activity, for 
which advance plans went forward 
quietly. 

National campaign headquarters 
in Cleveland had merely sent a let- 
ter, marked personal and confiden- 
tial, to the distributors, suggesting 
that they set aside Noy. 1 as “Zim’s 
Day.” They were urged to call all 
their salesmen, and as many of their 
nearby dealers as possible, together 
for an early morning breakfast on 
that day, at which the sales organi- 
zation was given its first informa- 
tion concerning the all-day, all-night 
drive. After the breakfast, sales- 
men called up their homes to inform 
their families they “wouldn’t be 
home until morning.” 

A number of distributors arranged 
for conference service calls, whereby 
they talked to outlying dealer sales 
organizations over the long distance 
telephone, advising them of the drive 
and urging them to cooperate. 

Some idea as to sales results, Mr. 
DeJen pointed out, may be gained 
from the fact that Chicago distribu- 
tors sold a total of $166,000 worth 
of appliances on “Zim’s Day.” Cas- 
well, Inc., Detroit, sold seven com- 
plete electric kitchens on that day, 
one, for K. T. Keller, president of 
Chrysler Corporation, costing $2,000. 
More electric refrigerators were 
sold on this one day than were sold 
during a whole week of the peak 
spring selling season. 


Deviny Resigns 

John J, Deviny has resigned as 
executive vice-president of the 
United Typothetae of America, the 
post. he had held since 1929. The 
offices of executive vice-president 
and secretary have been combined 
and will be assumed by Elmer J. 


Koch, member of the U. T. A. staff. 


Part of Montreal Harbour, with over 10 dock miles. Office buildings tower baht 
over the business centre. The manufacturing district starts at the left. 
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Market District— Metropolitan — Urban — Rural 


1,996,255 People — 72.8% FRENCH! 


Montreal is the Focal Centre of almost Two Million people. Because of its position, 
financially and commercially, wealth is contributed to Montreal from all parts of Canada. 


MANUFACTURING 


The rich concentrated trading area of the Montreal 
Market District is a network of industrial centres, 
with their dividends, salaries and payrolls. Smokers 
everywhere in the Dominion furnish employment to 
this Montreal Market District. United States news- 
papers are printed on newsprint made here. Steel 
bridges are fabricated in this District. Fountain 
pens are made here for every part of the British 
Empire. And so it goes for a wide range of prod- 
ucts for which money flows to Montreal. 

Montreal Market District is not identified with any 
ONE type of industry. It is the aggressive leader 
in many. 


Textiles Matches Leather Goods 
Furs Furniture Floor Covering 
Lumber Products Steel & Iron Clothing 
Asbestos Machinery Knitted Goods 
Potteries Shoes Tobacco 
Food Products Pulp & Paper Celanese 
Rubber Chemicals Bakelite 


TRANSPORTATION 


An important item in the laid down cost of all mer- 
chandise. The wheat wealth of the Prairies is carried 
by railroad lines and shipping, the executive offices of 
which are in Montreal. Most of the imports from 
overseas clear through Montreal, Almost all rail- 
road passenger services throughout the Dominion 
are operated by the Canadian National Railway and 
the Canadian Pacific Railway, both of which have 
their Head Offices in Montreal. 


INSURANCE 


Montreal is one of the great insurance centres of 
the world. Major companies of the Dominion have 
their executive headquarters here. And, in addition, 
most of the big insurance companies of Great Bri- 
tain, France and the United States have their prin- 
cipal Canadian offices in Montreal. Millions of 
dollars come to Montreal in insurance aor ne yee and 
an army of executives, agents and clerical staff is 
employed at this point. 


FINANCIAL 


Montreal is the head office or Eastern divisional head- 
quarters of the twelve banks in Canada and is gen- 
erally regarded as the financial centre of Canada. 
Of the total number of 3,625 branch banks in Canada, 
582 of them are in the Montreal Market District. 


The Surrounding Cities and Towns 


Manufacturing in the District is by no means con- 
fined to the metropolis. Industrial centres extend to 
Hull on the West, Trois Rivieres on the East, and 
South to the Border. Dotted over the area are a 
great number of plants that take advantage of the 
et provision of POWER, WATER and LABOR 


There is a close connection between these outlying 
individual centres and the Metropolitan area. In a 
sense, they are all one family, for the more impor- 
tant plants in the former receive their inspiration 
from Montreal. In the centres outside Montreal, 88% 
of the people speak, read, think and buy in FRENCH. 
Rural areas are very vital factors in considering 
the Montreal Market District, because they supply 


w For full information on marketing conditions write the Business 
Manager, La PRESSE (Canada’s French National Newspaper), 
Montreal, or William J. Morton Co., Chicago Office: 410 N. Mich- 
igan Ave.; New York Office: 200 Fifth Ave.; S. L. Rees, 213 Metro- 
politan Bldg., Toronto, Ont.; The Clougher Corporation, Ltd., 26 


Craven St., London, W.C.2. 


A small part of the Montreal Industrial Area, showing 
part of the Harbour, Grain Elevators and a few of 
the manufacturing plants. 


a large part of the food for the cities and towns. 
In turn, the rural sections buy from the cities and 
towns, and so a circuit is established—money flows 
from the cities to the farms and back—a revolving 
fund that does not filter far from the District. The 
percentage of French people varies from 60 per cent 
in the Metropolis to 90.5 per cent in the industrial 
cities outside of Montreal. In no other section of 
Canada have payrolls proven so stable. Consumer 
power rides along on an even keel. 


This FRENCH market responds excellently to sales 
and advertising plans fitted to its needs. Intelligent 
sales effort and organization backed by adequate ad- 
vertising will make this French Reading market 
yours! 
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ADVERTISING AGE 


METAL TUBE SET 


NEWSPAPER COPY 
WILL CONTINUE 


RCA Stimulates Repair of 
Old Models 


Camden, N. J., Nov. 14.—Promo- 
tion of radio sets equipped with 
metal tubes, begun last week in 100 
newspapers of 78 cities, will be re- 
peated in the next two months, with 
two insertions in the same list of 
papers, RCA Mfg. Company has an- 
nounced. Space will range from 1,000 
lines to a full page. 

The metal tube campaign, on be- 
half of the RCA Radiotron division 
of the organization, also entails the 
use of radio time, stickers, and point- 
of-sale material. 

In addition to the metal tube cam- 
paign, the company has launched a 
sweeping “tune-up” campaign, aimed 
at stimulating repair of sets. The 


| two drives follow closely on the heels 
of the Victor Library of Recorded 
Music and the D-22 combination radio | 
receiver and phonograph effort, and | 
just prior to that, the Magic Eye 
campaign and launching of the new 
Magic Key Sunday radio revue. 

The metal tube drive is an educa- 
tional campaign in large newspa- 
per space on behalf of the 48 radio 
manufacturers who are using metal 
tubes in their new instruments, as 
reported in ADVERTISING AGE of Nov. 
11. The RCA Radiotron division, 
sponsor of the campaign, is not 
named in the copy. The name of 
RCA Victor appears in an alpha- 
betical list of the 48 firms using the 
metal tubes, made by RCA and firms 
licensed under RCA patents. 

The first advertisement was head- 
lined: “48 Radio Manufacturers Now 
Use Metal Tubes.” The list followed. | 
In the lower half of the space a 
cross-section drawing of one of the 
new tubes presented graphically, with 
a number index, the 40 parts which | 
the makers claim will assure more 
precise and more efficient reception. 

The tubes are described as “Built 
like a fine watch—Sealed in steel,” 
and the slogan for the drive is: “Be 
Modern—Make Sure Your New Ra- | 
dio Has Metal Tubes.” 

In italics, the advertisement de- | 
clared that “‘no radio today is as good | 


{during the depression.” 


as it can be unless it is built to 
use metal tubes.” 

“This year, more than ever,” says 
RCA, “the public is buying quality 
radios instead of the merchandise 
that so many were forced to purchase 
With the 
assertion underlined and finished off 
with an exclamation point, the ad- 
vertisement shouts: “Progress can- 
not be stopped!” 

As a part of the campaign, metal 
tubes were featured in last Sun- 


|day’s Magic Key radio program over 


the NBC network and will be pro- 
of this Sunday musical hour. 
moted further on future broadcasts 

In addition, each of the 48 radio 
manufacturers participating in the 
campaign, as well as RCA Victor and 
RCA Radiotron dealers, are being 
supplied by RCA with window post- 
ers, window streamers, technical in- 
formation bulletins, radio set cards, 
booklets and metal tube stamp stick- 
ers, all at cost. 

Dealers have been instructed by 
RCA and each of the other manu- 
facturers using the tubes to tie in 


/locally with the appearance of these 
|large metal tube advertisements and 
'arrange for special metal tube radio 


sections in their newspapers. RCA 


‘reports that telegraphic requests for 


educational material already have 
begun to flow in. 


“‘Death Begins at Forty”’ 


Copyright 1935, Kaufmann-Fabry Co. 


SOMETHING MUST BE DONE 


TATISTICS are cold, but facts are frightful. And the facts are that one child 
out of every three will be killed or injured in an automobile accident— 
unless SOMETHING IS DONE.* 
It is the duty of everyone to try and end this awful slaughter. For our part, 

we have created a series of photographic illustrations designed to make drivers 
stop and think. We know that photographs sell goods, why shouldn't 
photographs save lives? 
To every editor, publisher or advertiser who will comply with our condi- 
tions and use these illustrations, we offer them, with reproduction rights, 


without charge. 


Will you do your part? Will you accept one or all of this series of photo- 
graphs, use them in your advertising, your house organ, your editorial columns 
—anywhere where they may be seen and heeded—and join us in our effort 


to save lives? 


Your comments will be appreciated. 
*National Bureau of Casualty and Surety Underwriters (1934) 


KAUFMANN & FABRY CO. 


PHOTO 


425 SOUTH 


GRAPHIC 
WABASH 


ILLUSTRA 
AVENUE 


TORS 
, CHICAGO 


MOST THOROUGHLY EQUIPPED PHOTOGRAPHIC PLANT IN AMERICA 


The tune-up campaign is built 
around the idea of a limited bargain 
price offer for a check-up and cer- 
tain fixed services to encourage ra- 
dio owners to investigate defects in 
reception and find out how reason- 
ably they can have them adjusted. 

A 16-page brochure addressed to 
tube dealers and service men out- 
lines the philosophy behind the plan, 
the cooperation which RCA will pro- 
vide in the way of advertising and 
promotion, and the vast market for 
such service which waits to be 
tapped. 

This market, dealers and service 
men are told, consists of 30,000,000 
families—130,000,000 people—with a 
spendable income which at $60,000,- 
000,000 last year was $18,000,000,000 
greater than in 1932. Of the 1934 
income of these families, it is stated, 
$420,000,000 was spent for musical 
instruments, and of this amount, 70 
per cent, or $295,000,000, went for 
radios, radio tubes, parts, phono- 
graphs and records. Twenty per 
cent of this $295,000,000 went for ra- 
dio tubes. 


N. Y. Auto Linage 
Up 32 Per Cent 


New York, Nov. 14.—New York 
newspapers registerel a 32 per cent 
increase in automotive linage during 
the eight-day period of the National 
Automobile Show according to the 
space ineasuremenuts of Media Rec- 
ords, Inc. 

The accompanying tabulation com- 
pares linage in the automotive classi- 
fication carried by nine Manhattan 
dailies during the entire eight days of 
the show, Nov. 1 to 8, 1935, and dur- 
ing the complete show period for the 
last exhibition, January, 1935. 

A breakdown of the automotive 
classification, reporting space used by 
various manufacturers for the com- 
plete eight-day period of the recent 
show, similar to the six-day break- 
down published in last week’s issue 
of ADVERTISING AGE, will be issued by 
Media Records, Inc., in the near fu- 
ture. 

Individual paper records follow: 


Eight-day 
show 
Nov. period, 
1 to 8, Jan., 
1935 1935 
Herald Tribune....... 68,397 55,142 
oS eas ae 67,330 55,022 
NE ion a d/o:s 5b 6186.06.90. 42,954 36,975 
World-Telegram ..... 42,856 29,202 
MEE wah 6 dao 6's 608 42,096 31,384 
"Bree 36,747 28,505 
I Ba ogg aia a6 Sd 27,109 18, 
OO eer 16,512 8, 
aren 15,778 9, 


Bond Drive a Success; 
Plan Gift Promotion 


Use of paid advertising space for 
selling U. S. savings bonds, popularly 
known as “baby bonds,” has proved 
so successful that the Treasury De- 
partment will emphasize the buying 
of bonds for gift purposes, according 
to Secretary Henry Morgenthau, Jr. 

December issues of Collier’s, Lib- 
erty, Saturday Evening Post, Time, 
and Today will urge the purchase of 
the “baby bonds” as suitable gifts for 
family and friends. 


Asks Radio Permit 


Jefferson Brcadcasting Company, 
of which O. O. Black is president, 
has applied to the Federal Communi- 
cations Commission for permission 
to establish a new station in Birm- 
ingham, Ala., to operate on 1200 
kilocycles, unlimited. 


Goodrich Men Shifted 


W. J. Jarman, previously sales su- 
pervisor in the Chicago district, has 
been appointed manager of the Min- 
neapolis district of the B. F. Goodrich 
Company, Akron, O., succeeding 
Adam Faris, resigned. 


New ‘‘Personal’’ 
Magazine Begun 


New York, Nov. 14.—The Voice of 
Experience, a magazine of human 
problems, published by Engel- 
van Wiseman, Inc., New York, will 
make its debut on newsstands next 
week, with the December issue. 

The new publication, to be distrib- 
uted nationally, is edited and spon- 
sored by “The Voice of Experience,” 
Dr. M. Sayle Taylor, known to radio 
listeners and motion picture audi- 
ences as counselor in personal prob- 
lems. He is heard daily on a coast 
to coast CBS program sponsored by 
Wasey Products Company. Columbia 
Pictures Corporation is also distribut- 
ing a series of one-reel features called 
“Voice of Experience” to 3,000 the- 
aters. 

Dr. Taylor’s share in the new maga- 
zine derives frcm a royalty on sales 
and subscriptions. The profits will 
be used to further his charities. 

The Voice of Experience will pre- 
sent fictionizations, dramatizations, 
articles, questions, and answers, based 
on actual letters in Dr. Taylor’s pri- 
vate files. The magazine will be 
standard size, 64 pages and cover, 
and printed in rotogravure. 

Jerome van Wiseman is president 
and publisher of The Voice of Ex- 
perience. E. E. Zoty, for 13 years 
circulation manager of Macfadden 
Publications, is circulation manager. 
William A. Haupt is advertising man- 
ager, and Julian Funt, managing 
editor. 


Death Claims G. E. Graff, 


Pennsylvania Publisher 


George E. Graff, president of the 
Sun-Gazette Company, and publisher 
of the Williamsport, Pa., Sun and the 
Gazette and Bulletin, died Nov. 12. 
He was 70 years old. 

Mr. Graff joined the Sun as a re- 
porter in 1889, and served as busi- 
ness manager from 1892 to 1904. In 
that year, following the death of the 
paper’s owner, he became manager. 
Eight years later the Sun was pur- 
chased by a Williamsport group 
which retained Mr. Graff as manager. 
Later he obtained control of the pa- 
per, and in 1926 bought the Gazette 
and Bulletin. 


Parking Lots Use Co-op 
Copy in Kansas City 


The General Parking Association, 
a division of the Automotive Trades 
Association of Greater Kansas City, 
is using large space in local dailies 
to tell of the advantages of leaving 
the family chariot in authentic park- 
ing stations and garages. 

Copy of the “penny wise, pound 
foolish” type relates experiences of 
shoppers who left their cars in the 
street, only to find smashed fenders, 
police tickets, etc., on their return. 


Cavanagh Resigns 


from Chicago Agency 


N. J. (Bert) Cavanagh has re- 
signed as a space buyer for Reincke 
Hillis-Younggreen & Finn, Chicago 
agency. He will take a brief vaca- 
tion before returning to the adver- 
tising field. 

Mr. Cavanagh was formerly with 
the Chicago Daily News. After the 
war, he became head of the media 
department of McJunkin Advertising 
Company. He joined Reincke-Ellis- 
Younggreen & Finn about a year ago. 


Timmerman to M. S. N. 


R. G. Timmerman has joined the 
Western staff, at Chicago, of Metro- 
politan Sunday Newspapers. Mr. 
Timmerman was recently with the 
Chicago staff of Household Magazine, 
and at one time was space buyer of 
Charles Daniel Frey Company. 


KETTERLI 


Sales-producing Booklets, Folders, 
Inserts, Calendars, Window 


US 


Displays, Counter Cards, and 
Complete Direct Mail Campaigns. 


NEW YORK CHICAGO 


BOSTON 
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The rates for this department are as follows: 


“Help Wanted” 
charge $1 


All other classifications (sin so insertion rates): % inch, $2.75; 1 to3in., 
13 to 15 in. per in.,’ $3.75. 


er in., $4.75; 4 to 6 in., per in., 
oor in., $4.00; 
contracts. 


and “Situations Wanted,” 30 cents a line, 


minimum 


to 9 in., per in., $4.25; 10 to 12 in., 
Write for discounts on term 


POSITIONS WANTED 


BUSINESS OPPORTUNITIES 


Future for Sale. Exp. in corresp., di- 
rect mail, sales promotion, copy writ- 
ing. College graduate, 25, prepared to 
earn my way with results in the pres- 
ent. Box 651, ADVERTISING 


HELP WANTED 


Eastern Sales Representative, 35 or 
under, for trade publication, leader in 
its field. Require best of references as 
to experience and ability. Write, giv- 
ing full details. Box 652, ADVER- 
TISING AGE, Chicago. 


LEADING business publication re- 
quires services of experienced sub- 
scription salesmen with_ successful 
record on trade papers; Boston, Cin- 
cinnati, Detroit and St. Louis now 
open; attractive proposition to real 
worker; reply stating exper. and ref. 
Box 647, ADVERTISING AGE, Chicago. 


Business Paper Publisher located in 
Middle West has opening for man who 
can fit himself into the picture of co- 
ordinating interests of the various de- 
partments and promoting sale of each 
department’s product. Such a man 
should be sales minded. To this man 
there is a real opportunity to show 
results with a well known responsible 
publisher. Box 653, ADVERTISING 
AGE, CHICAGO, 


PHOTO POST CARDS 


NEW! Actual photographs of your 
products on post cards! Create inter- 
est and stimulate business with low- 
cost PHOTO POST CARDS. Send for 
samples and prices today. GRAPHIC 
ARTS PHOTO SERVICE, Third & 
Market Sts., Hamilton, Ohio. 


AGE.|C 


APPRAISE—BU Y—SELL 
We buy, sell, appraise publishing prop- 
erties and advise with publishers re- 
garding their problems. Harris-Dibble 
o. 11 W. 42nd St., N. ¥. C. Te 
LOngacre 5-6540. 


HOUSE ORGANS 
500 COPIES HOUSE ORGAN $10, 1M 
$15, 2 colors. A Real Sales Builder, is- 
sued monthly under your name, our 
ad front cover. Get sample. 
Crier Co., 1840 E. 87th St., Cleveland 


PHOTO-OFFSET 


REDUCE OVERHEAD!!! 
Improved process reproduces sales let- 
ters, bulletins, illustrated advertising 
literature, testimonials, etc. without 
typesetting or cuts. 

Rapid, Accurate and Economical 
600 COPIES—$2.50 
Additional Hundreds—20c 
Samples on Request 
LAUREL PROCESS, 480 Canal St., N.Y. 


OFFICE EQUIPMENT 


OFFICE MACHINERY AT HALF 


Write for Free List of 
Typewriters, Addressographs, 
Duplicators, Folders, 
Dictaphones, and Supplies 


PRUITT, INC., 528 Pruitt Bldg., CHICAGO 


Cuba Launches 
Cigar Campaign 


(Continued from Page 1, Col. 4) 
advertisement for Esquire is ad- 
dressed to the “Thousands of Women 
Who Read This ‘Magazine for Men,’” 
and suggests a Christmas gift of 
Cuban cigars “for the man who sends 
your orchids.” 

All copy directs the purchaser to 
the green warranty stamp of the 
Cuban government, which identifies 
the box of cigars to which it is 
affixed as a genuine Cuban product. 

While the inference is made clear 
that cigars made in Havana are bet- 
ter, the advertising is not strongly 
competitive on this point for the rea- 
son that the campaign is intended to 
benefit American manufacturers 
using Cuban leaf, as well as Cuban 
cigar factories. 

The consumer campaign is backed 
up with page copy in several indus- 
trial publications reaching American 
cigar manufacturers, which urge the 
use of Cuban leaf in the manufac- 
ture of the domestic product. 


Has New Travel Pack 


Arrow Importing Company, Cleve- 
land, maker of Gooseskin Raingard, 
is introducing a new package to the 
retail trade, in which its rain gar- 
ment is packed in Fitall cases. The 
unit has been christened the “Goose- 


skin Travel Unit.” 


Brayton Sees Vast 
Field for Advertising 


The pent-up demand for every type 
of goods and service which is now be- 
ing released offers advertising men 
an unusual opportunity to step up the 
resultfulness of their advertising, 
Arthur H. Brayton, Marshall Field & 
Co., and vice-president of the Adver- 
tising Federation of America, told the 
Chieago Federated Advertising Club 
at a meeting Nov. 14. 

Advertising results can be in- 
creased, and advertising can be kept 
honest, straightforward and produc- 
tive through the use of better show- 
manship, Mr. Brayton declared, 


Add Metrolite and 


Metrothin on Lino 
Metrolite Italic and Metrothin 
Italic, in 24 and 30 point sizes, have 
been introduced by Mergenthaler 
Linotype Company. Other sizes are 
in process of manufacture. 
Linotype has also extended its 
Erbar fonts to include 12 and 14 
point faces, and is now working on 
a 10 point matrix. 


Bauman’s New Work 
Oscar G. Bauman, for six years 
with Procter & Collier Company, Inc., 
Cincinnati, O., has joined the sales 
= of the company’s printing divi- 
sion. 


Cramer-Krasselt Expands 

The Detroit office of The Cramer- 
Krasselt Company has moved to new 
and larger quarters at 777 Penobscot 
Bldg., in charge of N. D. Craighead. 


l.|frm warned agents, 


Agency, NBC 
Sue Freeman 
Concert Firm 


New York, Nov. 15.—An advertise- 
ment in Variety of Oct. 30, by Free- 
man Concert Management, Inc., New 
York, has involved the company in a 
suit, the outcome of which will have 
important bearing, for advertisers 
and agencies, in determining prece- 
dent for agency relations with the 
client. 

National Broadcasting Company 
and Cecil, Warwick & Cecil, Inc., in 
joint action, yesterday filed suit here 
against the Freeman firm, charging 
interference with their business rela- 
tions with their client, Sherwin-Wil- 
liams Company, paint maker. 

In its advertisement, the Freeman 
sponsors and 
networks that it had submitted the 
“Charles Henry Freeman, Jr’s., sys- 
tematized broadcasting plan for ama- 
teurs and the ‘Great Unknowns of 
Opera’ in good faith to three national 
advertisers credited with ethical con- 
duct.” The advertisement warned all 
that the firm intended to prosecute 
any invasion of its rights. 

As a result of the advertisement 
the plaintift’s charge, Sherwin-Wil- 
liams cancelled time and_ talent 
already arranged for a _ series of 
broadcasts. 


Schenley Promotes 
Greenlee and Others 


Walter R. Greenlee, sales and ad- 
vertising director of the Schenley 
Products Corporation, New York, 
was given added authority this week 
when appointed general sales and ad- 
vertising manager for the entire 
United States, including state store 
and non-state monopoly territories. 

Other promotions include appoint- 
ment of Emerson Brewer, in the do- 
mestic division, from assistant to Mr. 
Greenlee to advertising manager. 
Julius Sack was made sales promo- 
tion manager. Alexander Propper, 
formerly head of state store sales, was 
named merchandise manager and Carl 
Prusin, formerly of the production 
department, was appointed assistant 
to Mr. Greenlee. 

Sam Gates was appointed sales 
manager of the Schenley Import Com- 
pany and Robert Marks, advertising 
manager. 


Made Four A’s Member 


Mackay-Spaulding Company, Inc., 
New York, has been elected to the 
membership in the American Associa- 
tion of Advertising Agencies pre- 
viously held by its predecessor, H, E. 
Lesan Advertising Agency, Inc. 


Radio for Roi Tan 


The American Tobacco Company, 
New York, has named Lawrence C. 
Gumbinner Advertising Agency to 
conduct an intensive radio campaign 
for Roi Tan cigars over 55 stations. 
Milton Goodman is the account ex- 
ecutive. 


To Invite N. I. A. A. 


Eastern Industrial Advertisers, 
Philadelphia, passed a resolution at 
its meeting Nov. 8 to invite the Na- 
tional Industrial Advertisers Asso- 
ciation to hold its 1936 convention at 
Philadelphia. 


To Use Color Photos 


Starting with the January issue, 
Photoplay will use color photography 
on its front covers. The first cover 


of this type will be of Norma Shearer. 


H 
Covering Northern New Jersey 
from the Hudson to the Delaware 
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OMealia Outdoor Advertising 


Harry O'Mealia, President. Jersey City,N.JS. 
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QUEEN SOUGHT AD 
FORTUNE IN 26 


(Continued from Page 1, Col. 3) 
15-minute talk on a half-hour pro- 
gram sponsored by Royal over an 
NBC network. The compensation 
was set at $8,000 after much hag- 
gling. 

The advertising agent, conscious 
of the cost, as well as payment to 
talent, insisted upon a_ contract. 
Backing up against the royal dignity, 
the theatrical agency refused until 
a statement threatened, whereupon 
its representatives made the con- 
tract with Mr. Dorrance with the 
proviso that the contract be mailed 
to the business manager of WJZ to 
be held in escrow until fulfilled. 
Mr. Dorrance wrote a speech for 
Her Majesty which expressed the 
royal personage’s admiration for 
American women, the inference be- 
ing that the Royal typewriter had 
emancipated the sex in this country. 
Mr. Husing’s account of the con- 
tretemps which prevented the Queen 
from fulfilling her bargain and col- 
lecting the eight grand is serio- 
comic. 

It seems that on the night of the 
broadcast the Queen had to keep 
several social engagements arranged 
by Mrs. Oliver P. Harriman, her so- 
cial shepherdess in New York. The 
royal party arrived at the studio 20 
minutes ahead of time and ahead of 
the reception committee. 


What a Predicament! 


Overlooking this slight with great 
effort, Mrs. Harriman demanded that 
the Queen be put on the air at once. 
This, of course, was impossible. Re- 
fusing to hear explanations, Mrs. 
Harriman indicated to Queen Marie 
it was time for Her Majesty to lead 
the party from the studio. 

Since the Queen could not explain 
to her social directress that she 
must make the broadcast talk or 
lose $8,000, there was nothing to do 
but sweep from the studio with as 
great a show of indignation as she 
could manage under the circum- 
stances. 

The details reported by Mr. Hus- 
ing include the attempt of a depu- 
tation headed by Mr. Dorrance and 
David Sarnoff to induce the Queen 
to leave the next affair on her 
schedule and return to the studio 
in time to make the appearance be- 
fore the mike. Mrs. Harriman, think- 
ing she was protecting the interests 
of the Queen, refused to hear of it. 

Rumors of the fiasco which cost 
the Queen of Roumania $8,000 were 
immediately denied by all the prin- 
cipals and later rumors were also 
squelched. 

Mr. Husing asserts that his story 
is correct in all particulars and that 
he has the original contract for the 
deal in his possession. 

Mr. Dorrance, when asked if it is 
true that he is the only agent to 
have signed royalty for a sponsored 
broadcast, refused to deny or to con- 
firm Mr. Husing’s story. 

S. Hurok, who in 1926 was presi- 
dent of Exclusive Attractions, Inc., 
and who is now associated with the 
artists’ bureau of NBC, said Mr. 
Husing is not entirely correct in his 
assertions. Later he amended this 
statement with the explanation that 
Miss Fuller was exploiting the 
Queen for charity, possibly without 
the Queen herself knowing anything 
about it. 


Retains Teague 


The Pittsburgh Plate Glass Com- 
pany has retained Walter Dorwin 
Teague to conduct researches and 
design new uses of glass as a mate- 
rial for both external and internal 
decorative purposes in building con- 
struction. Batten, Barton, Durstine 
& Osborn, Inc., is the agency. 


School Arts Classics 


Philadelphia Conservatory of Mu- 
sic has contracted with station WFIL, 
Philadelphia, to sponsor a weekly 
program of classical music entitled 
‘“Week-End Musicales,” which will 


be heard each Saturday at 7:30 p. m. 


SAYS ROUMANIAN What does our 


Golden 
Anniversary 


mean to 
Poster 
Buyers? 


You can pack a lot of expe- 
rience into fifty years— 
learn a lot about posters, 
for example. Especially 
if you have grown up with 
them. 


The modern Erie plant had 
its beginning in a modest 
venture founded half a 
century ago. That was 
way back in the days 
when... 


It's a far cry to the modern 
24 sheet poster. And 
we've been keeping 
abreast of changes and 
improvements, _ installing 
and developing equip- 
ment and methods for 
finer reproducton. 


Today you will find no more 
complete or up to date 
plant, no finer photo pro- 
cess, contact and projec- 
tion equipment anywhere 
than we are using here. 


Many of the finest posters 
of the year have been 
produced at Erie, the 
work of famous artists, 
the outdoor advertising 
of nationally known prod- 
ucts and services. 


Fine Art 
deserves 
Fine 
Reproduction! 


Obtain an 
Erie quotation on 
that next poster 


Lithographing & Printing Co. 
Erie, Pennsylvania 
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ADVERTISING AGE 


November 18, 1935 


DAILIES’ LINAGE 
JUMPS 67 OVER 
OCTOBER, 1934 


New York, Nov. 15.—Advertising 
linage in the newspapers of 84 cities, 
measured during October of 1935 and 
1934 by Media Records, Inc., showed 
a surprisingly large gain this year 
over last, an analysis just completed 
by ADVERTISING AGE reveals. 

The newspapers in these cities 
carried a total of 173,622,661 lines 
of advertising in October, 1935, com- 
pared with 163,332,610 lines the pre- 
vious October, for a gain of 10,290,- 
051 lines, or 5.9 per cent. 

This gain was in great measure 
due to a sharp upturn in automotive 
linage during the month, after a 
long period in which linage of this 
type had shown progressive declines. 
Advancing of 1936 show dates to 
early November is principally re- 
sponsible for this upturn, which 
boosted automotive linage from 6,- 
565,842 in 1934 to 8,024,671 this year, 
an increase of 2,458,829, or better 
than 44 per cent. 

Retail linage totaled 102,632,404 
last month, compared with 95,651,464 
last year, for a gain of 6,979,940, or 
about 7.3 per cent. 

General linage again showed a 
loss, dropping from 32,802,090 last 
year to 30,821,119 this year, off 1, 
980,971 lines, or about 6 per cent. 


Financial Is Up 


Financial linage, which totaled 2,- 
665,416 lines last year, was up 313,- 
959 lines to a total of 2,979,375 lines 
this year, an increase of 11.4 per 
cent. 

Classified linage also showed an 
increase of 2,738,364 lines, or 10.3 
per cent, the 1934 figure being 23,- 
622,120 lines and that for 1935, 26,- 
360,484 lines. 

Detailed figures for each of these 
84 cities, as well as for seven addi- 
tional cities which were not meas- 
ured by Media Records in 1934, are 
shown in the accompanying tabula- 
tion. 


Salesmen Called More 
Wasteful Than Ads 


For every dollar wasted in adver- 
tising there are ten dollars wasted 
in personal sales effort, Homer J. 
Buckley, president of Buckley, De- 
ment & Co., told Engineering Adver- 
tisers’ Association of Chicago at its 
meeting Nov. 11. 

Fewer salesmen, supported by suf- 
ficient and proper advertising mat- 
ter, will produce a larger volume and 
more profitable business, Mr. Buckley 
asserted. The greatest evil in lack 
of support given salesmen occurs in 
the larger business organizations 
where there is too great a void be- 
tween the sales and advertising di- 
visions, he said, predicting that the 
time will come when the sales and 
advertising managers will be one and 
the same, or the latter function as 
an assistant to the sales executive. 

The weakest link in advertising is 
in answering and following up in- 
quiries obtained from national adver- 
tising, he said. On the whole, only 
mail order advertisers know the full 
value of inquiries and the most ef- 
fective technique to use in handling 
them, he said, and from them national 
advertisers might take a_ lesson, 
which would not only increase the 
effectiveness of their advertising, but 
materially reduce the appalling waste 
in the selling effort. 


Four Are Promoted 
by “Detroit News” 


William H. Moore, national adver- 
tising manager of the Detroit News, 
has been appointed general advertis- 
ing sales manager in charge of all 
advertising departments, to fill the 
post left vacant by the death of Jef- 
ferson B. Webb. Brice McQuillin, 
Mr. Moore’s assistant for a number 
of years, has been promoted to the 
position of national advertising man- 
ager. 

H. C. Patterson, local advertising 
manager for the past 39 years, has 
been appointed advertising counsellor, 
and Edward B. Housel, his assistant, 
has been named local advertising 
manager. 


OCTOBER NEWSPAPER ADVERTISING LINAGE FOR 1935 AND 1934 IN 91 LEADING CITIES 


Total Total 
Including Including 
City Retail General Automotive Financial Classified Legal) City Retail General Automotive Financial — en 
j 25,8: 50,7 ; 5 7 2 39,71 4,062 
1935 1,342,965 235,957 $9,851 20,643 25,824 2,050,787 1935 468,463 76,800 33,251 11,447 
ee ee 1934 1,311,016 267,992 71,897 11,260 258,873 1,942,368] Niagara Falls.1934 441,187 $2,657 27,444 6,873 40,736 683,704 
Diff +31,949 —32,035 +17,954 +9,383 +66,951 +108,419 Dift + 27,276 —5,857 +5,807 + 4,574 —1,02 + 20,358 
5.6 7 5 20,996 359,552 1,446,048 
1935 1,097,195 406,639 104,035 45,307 268,649 1,968,946 1935 755,016 248,955 52,897 0,99 ; ; 
*Albany ...... 1934 1,091,873 518,469 80,170 46,998 269,080 2,056,131] Oakland ..... 1934 708,588 256,949 77,808 19,545 331,483 1,432,413 
Dift +6,322 —111,830 + 23,865 —1,691 —431 —87,185 Dift + 46,428 —7,994 —24,911 +1,461 +3 : river 
7 2 787,989 1935 972,888 351,913 110,382 15,914 2,7 »710,54 
1935 452,380 138,318 80,922 4,075 304,693 ha oy Okla. Cit 1934 899,447 334,430 66,046 15,452 247,901 1,565,941 
Albuquerque .1934 383,814 149,641 28,471 7,772 75,633 652,544 a. eee ’ : 2 1.002 re 
Diff +68,5666 —11,323 +652,451 —3,697 +29,058  +135,445 Dift +73,441 +17,483 + 44,336 +462 c on 2 ae 
5,8 7 224,77 F 7 100,982 17,693 11,8 929,454 
1935 1,268,558 417,325 106,807 46,963 373,708 2,224,775 1935 1,082,494 392,977 ; ; 
*Atlanta ..... 1934 1,162,270 460,480 69,482 33,276 307,779 2,056,016] *Omaha ..... 1934 1,049,543 334,529 68,821 8,027 175,358 1,761,918 
Diff +106,288 —43,155 + 37,325 + 13,687 +65,429 +168,759 Diff + 32,951 + 58,448 + 32,161 + 9,666 + 36, + 167,536 
1935 283,358 63,651 25,400 2,945 66,040 452,777 | tPerth Amboy.1935 223,703 $1,776 26,090 10,577 21,726 391,416 
Atlantic City.1934 222,907 106,702 19,271 8,574 69,509 451,401 1935 1,303,360 344,076 91,883 23,016 309,305 2,084,567 
Diff + 60,451 —43,051 + 6,129 —5,629 — 3,469 +1,376| Peoria ....... 1934 1,241,382 $71,717 56,490 17,208 239,933 1,956,837 
1935 2,260,213 624,924 142,763 59,760 539,491 3,654,749 Dift +61,978 —27,641 + 36,393 + 5,808 +69,372  +127,730 
*Baltimore ...1934 2,038,615 679,651 119,892 42,606 495,195 3,413,896 1935 3,217,131 985,539 153,895 93,332 628,772 5,238,801 
Diff +221,598 —54,727 + 22,871 +17,154 +44,296 +240,853| Philadelphia .1934 3,409,186 1,096,904 112,611 69,481 696,140 5,470,389 
1935 388,536 123,268 38,555 2,663 101,471 670,277 Diff —192,055 —111,365 + 41,284 + 28,851 +32,632 —231,588 
Bangor ......1934 341,853 130,380 23,652 5,858 95,497 606,609 1935 561,601 201,164 81,871 16,598 215,396 1,081,337 
Diff + 46,683 7,113 + 14,903 —3,195 + 5,974 + 63,668] Phoenix ..... 1934 537,630 196,780 77,153 11,528 191,424 1,016,857 
1935 882,853 305,387 75,011 40,016 184,208 1,498,101 Dift + 23,971 + 4,384 + 4,718 +5,070 + 23,972 + 65,480 
Birmingham .1934 840,851 302,587 57,570 26,067 139,002 1,443,874 1935 2,273,390 659,678 120,472 23,343 424,306 3,599,324 
Diff + 42,002 +2,800 +17,441 +13,949 + 45,206 + 54,227] *Pittsburgh ..1934 2,197,010 634,155 92,633 32,893 343,290 8,413,787 
1935 3,515,192 1,193,118 223,045 133,320 680,836 5,800,588 Dift + 76,380 + 25,523 + 27,839 —9,550 + 81,01 + 185,537 
*2Boston ..... 1934 3,245,902 1,263,532 135,122 88,641 619,995 5,418,214 1935 959,028 405,012 78,506 19,732 344,650 1,811,262 
Diff +269,290 —70,414 +87,923 + 44,679 +60,841 +382,374] Portland 1934 896,106 453,621 86,218 19,036 313,481 1,771,876 
1935 1,766,019 495,614 153,299 54,868 304,815 2,834,567 Diff «+ 62,922 —-48,609 —7,712 + 696 + 31,169 + 39,386 
Buffalo ......1934 1,578,296 513,966 80,214 37,207 291,499 2,556,340 1935 1,294,034 351,718 129,615 60,764 322,224 2,221,936 
Diff +187,723 —18,352 + 73,085 +17,661 +13,316  +278,227] Providence 1934 1,296,863 383,078 100,123 45,902 323,719 2,208,698 
- THT Diff —2,829  —31,360 + 29,492 + 14,862 —1,495 +13,237 
1935 415,058 155,654 30,331 7,631 $1,613 723,815 naar 4 . ° 
%Camden ..... 1934 363,312 166,856 30,558 5,875 83,650 678,991 1935 873,663 209,203 65,012 6,648 142,979 1,338,998 
Diff +651,746 —11,202 —227 +1,756 —2,037 + 44,824] Reading ..... 1934 1,003,303 223,305 52,826 17,790 145,824 1,476,393 
: = - Diff —129,640 —14,102 +12,186 —11,142 —2,845 —137,395 
1935 570,005 162,724 48,286 21,187 113,789 926,397 ath - 
Chattanooga .1934 493,962 174,410 30,388 17,553 121,359 849,367 1935 1,068,245 302,910 76,933 39,919 259,512 1,766,667 
Diff +76,043 —11,686 + 17,898 + 3,634 —7,570 +77,030| Richmond 1934 993,621 287,103 54,669 31,754 220,123 1,603,241 
. Diff + 74,624 + 15,807 + 22,264 + 8,165 +39,389 +162,316 
1935 2,818,857 884,947 200,591 $1,524 985,351 4,983,360 : one oo as nee 
*Chicago ....1934 2,493,777 1,079,496 123,766 72,574 973,096 4,814,882 1935 1,680,572 475,222 132,146 2,63 76,714 2,776,221 
Diff +325,080 —194,549 + 76,825 + 8,950 + 12,255 +168,478| *Rochester 1934 1,454,758 563,093 108,488 55,079 341,945 2,569,920 
30311 470,138 110946 47.873 Ti5 313 2,609,486 Diff +225,814 —87,871 + 23,658 + 7,553 +34,769 +206,301 
Cincinnati voeckB34 1388842 474,755 66,295 46,197 396,703 2,385,296 | tRockford 1935 698,459 187,516 69,217 6,048 122,223 1,171,819 
Diff + 91,369 —4,617 + 44,651 + 1,676 +48,610 +184,189 1935 908,673 361,038 119,256 23,899 264,712 1,694,079 
F 7 7 565] § fo 32 2 5 244,913 1,492,235 
1935 1,742,141 503,994 180,783 54,757 391,600 2,880,565 | Salt Lake City.1934 832,611 311,246 68,537 19,597 492, 
Cleveland ....1934 1,706,717 522,445 100,592 39,043 371,42 2,749,312 Diff + 76,062 + 49,792 + 50,719 + 4,302 +19,799 +201,844 
Diff +35.424 —18.451 + 80,191 +15,714 +20,180 +4131,253 193 904,977 342,736 89,166 34,661 536,936 1,924,404 
= - : 7|*San Antonio.1934 830,129 390,073 49,820 44,658 311,786 1,638,784 
1935 1,265,486 354,061 93,837 62,050 323,881 2,109,087 0,073 ; ; ; 
Columbus ....1934 1,284,207 396,375 75,845 51,745 295,464 2,117,585 Diff +74,848 —47,337 + 39,346 —9,997 +225,150 286,120 
Diff —18,721 —42,314 +17,992 + 10,305 + 28,417 —8,498 1935 1,275,328 418,041 130,831 23,540 365,779 2,236,217 
L. 7 San Diego....1934 843,348 372,815 110,640 26,732 293,126 1,724,618 
1935 1,823,279 $42,299 98,313 48,860 409,187 2,846,169 . »724, 
ee 1934 1,701,568 521,250 70,310 55,953 339,485 2,704,239 Diff + 431,980 + 45,226 + 20,191 —3,192 +72,653 +510,599 
Difé +121.711  —78.951 + 28,003 —7,093 +69,702 +141,930 womens 1936 1,407,663 678,207 134,736 101,160 735,211 3,094,365 
‘ .193 1,310,970 727,724 165,30 66,332 832,007 3,131,985 
1935 1,151,534 318,801 119,233 54,018 398,499 2,092,465 | “San Francisco a a 2, ,131, 
Dayton «ces 1934 1,332,771 366,195 76,836 22,196 $31,003 2,163,442 Diff + 96,682 49,517 | —30,570 +34,828 —96,796 —37,630 
. Diff —181,237 —47,394 + 42,397 + 31,822 +67,496 —70,987| tSchenectady .1935 1,030,965 187,954 59,672 16,539 161,006 1,486,185 
1935 $91,930 277,789 98,828 21,761 281,091 1,589,066 1935 971,650 465,474 $8,639 41,231 636,109 2,207,073 
Denver ....... 1934 814,624 304,733 44,450 18,921 247,864  1,457,002| *Seattle ..... 1934 957,002 492,772 102,633 27,883 460,036 2,042,662 
Diff +77,306 —26,944 + 54,378 +2,840 +33,227 +132,064 Diff +14,648 —27,298 —13,994 +13,348 +176,073 +164,411 
1935 620,969 275,893 93,196 11,094 220,039 1,225,775| : 1935 565,097 171,490 37,666 2,116 102,829 886,061 
Des Moines...1934 589,011 292,043 66,718 11,444 209,841 1,171,771] Sioux City....1934 533,578 191,856 28,733 1,007 96,319 860,949 
Diff +31,958 —16,150 + 26,478 —350 +10,198 + 54,004 Dift +31,519 —20,366 + 8,933 +1,109 + 6,510 + 25,112 
1935 1,913,763 686,879 228,940 49,854 723,799 3,606,040 1935 $57,556 182,592 $0,839 20,016 180,709 1,334,429 
*Detroit ...... 1934 1,717,025 653,467 109,751 47,064 599,249  3,127,384| South Bend...1934 767,913 215,363 45,850 28,217 161,664 1,232,151 
Diff +196,738 +33,412 +119,189 +2,790 +124,550 +478,656 Diff +89,643 —32,771 + 34,989 —8,201 +19,045 +102,278 
TT 408.310 710182 T1672 11.340 58,374 $22,114 1935 642,808 303,888 97,124 31,202 288,717 1,375,957 
Easton ....... 1934 398,218 125,070 24,097 13,941 45,901. 624,443 | Spokane 1934 529,997 334,505 58,943 20,855 192,526 1,143,155 
, Dift +9,992 —14,888 —2,425 —2,601 +12,473 —2,329 Diff +112,811 —30,617 + 38,181 +10,347 +96,191 +232,799 
1935 560,569 145,559 78,026 6,657 157,538 950,202 ; 1935 1,578,984 509,093 144,654 40,086 500,792 2,777,512 
Zl Paso ...... 1934 548,759 167,786 58,991 4,686 148,251 926,150] St. Louis..... 1934 1,458,119 558,427 77,085 30,260 525,343 2,660,828 
Dif€é +11,810 —22,227 +24,035 +1,971 + 9,287 + 24,052 Diff +120,865 —49,334 + 67,569 49,826 —25,051 4116,684 
1935 557,807 246,389 54,184 3,132 184,689 1,070,959] ‘St. Paul 1935 1,209,718 444,179 119,480 29,261 282,285 2,093,821 
a ass caes 1934 524,971 256,550 49,455 10,624 172,820 1,038,224 1935. 1,271,290 407,937 112,972 35,550 TIAL MEET 
Diff +32,836 —10,161 + 4,729 —7,492 +11,869 + 32,735 | *Syracuse ....1934 1,215,376 454,898 82,668 34,842 259,093 2,088,807 
1935 1,149,256 219,368 101,961 33,859 183,901 1,702,558 Diff _+55,914 46,961 + 30,304 +708 +38,811_ —«++ 81,929 
Evansville 1934 956,438 253,158 52,065 26,465 151,179 1,457,028 1935 544,791 251,835 57,359 13,067 286,971 1,156,670 
Diff +192,818 —43,790  +49,896 +7,394 +32,722 +245,530| Tacoma ...... 1934 536,376 263,550 59,968 11,019 228,680 1,102,765 
1935 318,482 101,012 28,000 6,514 32,271 494,021 Diff +8,415 —11,715 —2,609 + 2,048 + 58,291 + 53,905 
Fall River....1934 299,808 104,711 35,714 6,443 28,745 484,532 1935 1,113,461 249,954 112,176 29,666 192,101 1,709,663 
Diff +18,674 —3,699 —7,714 +71 + 8,526 +9,489| Toledo ....... 1934 946,238 273,678 55,973 26,640 181,164 1,489,466 
1935 971,384 220,973 73,557 21,374 164,779 1,479,894 Diff +167,223 —23,724 + 56,203 + 3,026 +10,937 +220,197 
Ft. Wayne..... 1934 764,651 251,570 42,876 16,239 154,377 1,241,888 1935 2,147,320 836,777 90,691 50,072 $33,607 3,971,617 
Diff +206,733 —30,597 + 30,681 + 5,135 +10,402 +238,006| Toronto ...... 1934 5 795,826 49,178 88,259 754,787 3,914,514 
1935 623,260 294,331 $5,251 16,109 223,581 1,253,619 Diff + 40,951 +41,513 —38,187 +78,820  +657,103 
Ft. Worth ...1934 604,155 295,172 39,294 16,742 175,766 1,141,388 1935 129,391 34,754 16,742 59,699 703,758 
Diff +19,105 —841 + 45,957 ——633 +47,815 +4112,231| Trenton ...... 1934 142,540 30,116 16,168 52,226 687,245 
1935 364,535 81,955 32,791 5,433 125,944 637,825 Dit —13,149 + 4,638 +574 +7,473 +16,513 
Freeport .1934 360,478 100,537 32,974 13,615 92,756 632,884] *Troy 1935 403,521 107,527 29,805 5,852 60,897 656,979 
Diff +4,057 —18,582 —<i8S —8,182 + 33,188 +4,941 1935 794,506 TETH yay Sabie 195-747 —LSTRETG 
1935 466,467 49,613 35,677 11,282 60,743 694,910| Tulsa ........ 1934 710,431 208,193 42,072 17,143 222,070 1,200,473 
ME sencecares 1934 362,799 84,566 15,721 7,495 44,821 523,105 Diff +84,075 —31,851 + 42,842 +5,873 —26,323 + 78,097 
Diff +103,668 —34,953 +19,956 + 3,787 $15,922 + 111,805 | — 1938 3.647.126 eT ETY TORT Siti SoL bb Fae 
935 327,079 45,245 23,349 21,207 40,434 473,385 | Washington ..1934 3,065,707 691,917 119,335 54,422 652,664 4.657.945 
Glens Falls...1934 266,693 74,845 16,787 23,277 36,881 438,724 Diff +581,419 +17,877 + 69,604 +11,719 +171,397 +4833,417 
Diff +60,386 —29,600 + 6,562 —2,070 + 3,553 + 34,661 | 1935 2,047,847 177-808 300-455 57651 364-303 3315-500 
935 534,548 211,821 64,383 12,364 93,519 924,619 | Westchester 1934 1,867,826 620,648 163,744 69,892 332,679 3.245.615 
‘Harrisburg ..1934 560,034 204,954 56,425 10,279 $3,936 921,797] _ Group Diff +180,021 —142,840 + 36,685 —2,871 + 21,524 + 70,285 
iff —25,486 + 6,867 + 7,958 + 2,085 + 9,583 + 2,822) 1935 1,040,137 279,229 122,126 18,816 333,501 1,801,876 
1935 1,330,736 330,217 105,041 56,136 177,523 2,020,521 | Wichita 1934 873,662 378,277 60,291 13,473 290,854 1,623,858 
Hartford 1934 1,207,838 350,936 89,968 46,636 155,078 1,881,037 Diff +166,475 —99,048 + 61,835 + 5,343 +42,647 —178,017 
Diff +122,898 —20,719 + 15,073 + 9,500 $22,445 +139,484] 1935 1,551,290 401,592 76,505 9,750 145,578 2,206,869 
1985 1,198,496 342,699 100,346 24,778 387,920 2,679,928 | Wilkes-Barre..1934 1,781,098 393,244 59,071 26,842 132,937  21415,531 
Houston ..... 1934 987,428 353,880 44,164 28,597 321,399 1,746,451 Diff —229,808 + 8,348 +17,434 —17,092 +12,641 —208,672 
Diff +211,068 | —11,181 + 56,182 —3,819 +66,521 +333,477] 1935 1,094,691 270,846 118,638 24,278 202,237 1,737,884 
1935 1,548,164 371,208 118,740 30,611 412,884 2,493,410 | Worcester he 1,031,612 358,521 77,595 15,368 188,116 1,708,266 
Indianapolis ..1934 1,433,080 381,693 72,031 31,692 425,995 2,360,102 iff +63,079 —87,675 + 41,043 + 8,910 +14,121 + 29,618 
Diff +115,084 —10,485 + 46,709 —000i <—800) + 200,208 1935 $38,120 90,334 33,059 8 2 
~ = Youngstow 1934 555,6 ; 11. 189,139 1,362,280 
1935 724,385 219,820 79,218 27,634 224,827 1,287,635 8 » 655,671 48,984 111378 164,254 11114°870 
Jacksonville ..1934 653,693 230,953 42,579 28,400 176,437 1,162,111 + 182,449 + 41,350 + 21,681 +24,885 +247,410 
Diff +70,692 —11,133 + 36,639 —766 +48,390 +125,524 1935 108,167,196 8,532,483 3,105,543 27,404,139 182,525,542 
1935 565,610 103,314 41,386 11,373 93,895 $43,45| Totals ....... 1934 96,651,464 02,1 5,565,842 2,665,416 23,622,120 163,332,610 
Jamestown ...1934 470,968 117,205 22,509 12,943 88,344 741,738 Diff + 12,515,732 —476,294 +2,966,641  +440,127 +3,782,019 + 19,190,932 
Diff +94,642 —13,891 + 18,877 —1,570 +5,551 +101,607 *“The American Weekly” linage included. 
1935 535,469 95,672 33,195 4,556 55,740 732,435 a ay 7 oe in =v. 
eee 471,786 97,587 32,836 3,889 43,947 656,93" “Press Union,” morning and evening, sold in combination. Li ie 
Johnstown a oe bes T9185 oe 359 Seo7 +11,703 + 75,502| evening is shown. nage of one edition, 
1936 764,346 186.350 31,765 34,895 145,794 1,196,775 | evening gy gia and evening, sold in combination. Linage of one edition, 
Knoxville .....1934 633,403 157,425 32,258 28,521 116,129 978,997 Miele” evens a ee 
Diff +4130,943 + 28,925 +19,507 aa a mis “Courier” only. is aa and Post, morning, sold in combination. Linage of 
1935 2,034,710 724,460 146,328 80,792 963, »951,52 “Evening News” carries the same amount of advertising as the “Patriot.” 
"711, 7 “ t. 
*L Angeles.1934 1,717,370 730,446 166,370 57,226 836,110 3,510,136 5“Tennesseean,” morning and evenin . ld , 4 
tie xe Diff +317:340 5,986 20,042 +23,.566 +126,908 +441,392| ing edition only is shown. &, sold in combination only. Linage of morn- 
+Louisville ...1935 1,409,553 357,826 97,634 48,916 281,489 2,241,257 —Media Records, Incorporated. 
1935 300,710 77,284 39,431 2,992 30,968 455,081 
Manchester ...1934 265,236 $6,596 26,733 2,455 29,631 415,868 
Diff + 35,474 —9,312 +12,698 +537 + 1,337 + 39,213 
1935 996,372 236,877 74,534 26,922 220,375 1,571,659 mame Sor Roller Derby Packard Holds Contest 
Memphis .....1934 013.397 Bey} Fe iy ian am 1,408, 338 * alcolm-Howard Advertising| Packard Motor Car Company, De- 
D + Sa . : hb Tagen ear aaa | peeney” Chicago, has been appointed|troit, has launched a contest which 
*Milwaukee 1934 151,950 bs1603 here $1,014 S020 2.735.270 OF advertising of the Transcontinen-| will award a 1936 Packard 120 to car- 
“Die + 75411 —57.928 +30,054  +1,228 —79,642  ——47,406|tal Roller Derby Association, which| owning radio listeners each week for 
1935 1,396,209 440,957 122,213 28,063 348,944 2,377,713 eon a mythical roller skate race] six weeks of the Packard CBS broad- 
9 
Minneapolis ..1934 1,240,689 eee site Pee ie ere rom New York to San Diego, all ac-| cast series. Contestants are asked to 
Diff + 155,5 , a er aa hon aed tion taking place indoors. It is| write, in 120 words or less, why Pack- 
Montreal igs 1'889,005 118:730 38.734 79318 245:963 3.016.717 | Planned to stage the Derby in every|ard is justified in saying, “Match 
“""""Dire 132,373 +117,.580 +55,6388  —25,654 —15,645 '—9,413| important city in the country within| Packard 120 against the field.” Each 
7Muncie .....1935 559,873 127,899 42,363 8,985 114,029 359,404 | the next year. of the six winners will receive a new 
1935 665,861 222,185 63,551 23,510 146,208 1,130,555 Packard on Christmas morning. 
SNashville ...1934 591,455 216,318 44,845 17,594 129,475 1,006,306 
Diff +74,406 +5,867  +18,706 + 5,916 +16,733 +4124,249 Rel as 4 Wax Sh w 
5 656,750 382,845 102,702 36,007 496,326 2,739,321 eases ows H. ° J ° Ch Cc 
193 1,656, ; ; ‘ ; ,739, 
Newark .....1934 1,609,686 430,932 85,20 55,281 315,817 2,631,020} Four new _ syndicated features, aruie Joins ase Lo. 
Diff _+47,064 48,087 _+17,500__——19,274 __+ 180,509 _+ 108,301) each consisting of 26 15-minute epi-| As the first move in a planned ex- 
‘ os IR Do RR agony 21,124 GTeae, 000.984 sodes, are being released by Radio| pansion of its talking slide film divi- 
New Orleans.. 10 it 4118644 10426 +32.458 —26,176 +123,305 + 289,552 | Productions, Inc., Hollywood, through | sion, Cleveland B, Chase Company, 
1935 6,779,796 1,988,484 272,216 315,804 1,016,459 10,481,605 | Kasper-Gordon Studios, Boston. The | New York, has added King A. Harvie, 
*New York...1934 6,352,410 2,025,279 135,940 278,317 1,041,610 9,962,387 | four features are “The McCoy-Mendle|former manager of Ford, Bacon & 
no MT meat ane meas ea amass Agency,” “The Girl Friend,” “Tales | Davis, Inc., to its staff. Products of 
1935 722,383 ° . i. ° . 5 ” “ 8 , 
Brooklyn ....1934 865,387 298,025 45,470 36,000 383,660 1,900,228 | Of the Foreign Legion,” and “Holly-|the company’s slide division are 
Diff —143,004 —56,603 + 21,158 —5,291 —80,850 —219,478| wood Cinderella. sold under the Vocafilm name. 
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Advertising Age carries a larger 
advertising linage and more ad- 
vertising accounts than any 


other publication in the field. 


THE NATIONAL NEWSPAPER OF ADVERTISING 
Member A. B. C. Member A. B. P. 
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MARY PICKFORD 
TO STAR ON ICE 
RADIO PROGRAM 


(Continued from Page 1, Col. 2) 
to the statement attributed to Presi- 
dent Roosevelt that this group repre- 
sents the “tallow candle era.” 

Mr. Rushton alleged that the TVA 
is charging ice manufacturers more 
for power than consumers are re- 
quired to pay. He said that in 
Washington a few days ago he heard 
a report, in which many place 
credence, that the government is 
now planning to take over a plant 
for the manufacture of electric re- 
frigerators. 

The ice expert said that the come- 
back of the industry has already 
begun and that 350,000 modern ice 
refrigerators will have been sold by 
the end of this year. One million 
a year is the goal, and it is not re- 
garded as too difficult in view of the 


modern ice box which has been de- 
veloped in cooperation with manu- 
facturers. 

Mr. Suhr, the chairman of the 
advertising committee, explained 
that the campaign will be financed 
by an assessment of two cents per 
ton on commercial sales. Though 
$500,000 has already been pledged 
for a 26-week campaign, many 
dealers have not yet been solicited 
and a much larger amount is in 
prospect. The campaign will be 
under the auspices of a new organi- 
zation, the National Ice Advertising 
Company, of which Mr. Suhr will be 
president. This method was adopted 
to avoid any legal complications. 

Mr. Chesman, the agency man, 
who came to the convention fresh 
from a series of conferences with 
Miss Pickford in Hollywood, said 
that of the 26,000,000 families in the 
United States, some 75 per cent still 
depend on ice for refrigeration. 
Many commercial organizations, 
such as Liggett drug chain, he 
pointed out, are returning to ice 
after experiments with electric re- 
frigeration. 

The magazine campaign will con- 
sist of full pages in color and full 
and half pages in black and white. 


Copy will assert that dry cold robs 
foods of flavor and that ice is the 
perfect refrigerant because of its 
humidity and because when it is 
used the odor of one food cannot 
taint another. Modern ice refrigera- 
tion, it will continue, is economical 
and efficient and there is nothing to 
get out of order. 

The major portion of Mr. Ches- 
man’s address was devoted to drama- 
tization of Mary Pickford as the 
ideal personage to head a radio yro- 
gram of this nature. He described 
her as one of the highest salaried 
women in the world, who proved 
that she is still a magnet when she 
broke all records for boxoffice ap- 
peal on a recent personal appear- 
ance. 


Movies Are Shown 


The ice program, he explained, 
will be broadcast from Pickfair, Miss 
Pickford’s home in Hollywood. The 
film star will be portrayed as enter- 
taining other players in her living 
room, and this will pave the way 
for a galaxy of artists to make 
natural appearances on the program. 

“The idea,” he said, “is to capture 
the informality of Pickfair and the 
gracious hostess so that the public 


will feel that they, too, are invited 
guests in Miss Pickford’s home, the 
shrine of all who visit Los Angeles.” 

Mr. Chesmans’ talk was followed 
by a performance of part three of 
a movie and radio production, “The 
Coquette,” both of which starred 
Miss Pickford. The voices were 
brought to the audience by transcrip- 
tions made by NBC. After this was 
over, Mr. Chesman got Miss Pick- 
ford on long-distance telephone and 
by the aid of loud speakers, allowed 
his audience to listen to her ex- 
planation of why she was unable to 
attend the convention in person. 
This was followed by a part of the 
movie “Coquette,” a colored talkie 
yet to be released, showing film 
stars enjoying themselves in Cocoa- 
nut Grove, and finally by a sample 
ice program brought by transcrip- 
tion. 


Ed Wolff Appointed 


Jeffreys Laboratories, Calcium, 
N. Y., makers of Jelab Natural Foods 
for mink, fox, game birds, dogs and 
fish, have appointed Ed Wolff & As- 
sociates, Rochester, N. Y., as adver- 
tising counsel. Direct mail and mag- 
azines will be used. 


“MON 


DICK TRACY 


ANNIE 


_[ Feature susta 


TWO “HOT SPOTS” 
Now Open! 


Join this honor roll of “Best Hits.” 
just room for two more—at 5:30 and 6:30 Mon- 
Have a John Blair and Co. 
representative give you the complete story on 
these time-tested Hot Spots. 
for these periods, success figures of preceding 
rams, etc. are all Seellahin 
urry. 


KN X 


days to Fridays. 


and following p 
but you had better 


TUES. | web. 


ALIFORNIA SYRUP OF FIGS 
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PROGRAM 


There are 


Mail breakdown 


children’s listening period. 


listening so are the adults. 


SUCCESSFULLY BUCKS 
BEST ADULT NETWORK 


PROGRAMS WITH 
KID PROGRAMS 


From 5:00 - 7:00 in Southern California is the equivalent to 8:00 - 
10:00 in the east, the hours when the majority of big network com- 
mercials originate. 


The two networks, by necessity, feature big names and music 
shows during these periods, while KNX has developed them as 
It is the contention of KNX that chil- 
dren are not interested in adult shows, and therefore, KNX set about 
deliberately to capture the attention of children with programs 
designed for their entertainment solely, because if the kids are 
That this policy has borne fruit for 
KNX’s advertisers appealing to children is evidenced in a recent 
survey conducted in the Southern California territory by a national 
agency which revealed that the three most popular children’s pro- 
grams on the air were: 


1. 


Air Adventures of Jimmie Allen for Richfield Gasoline 


2. Jack Armstrong—All American Boy for Wheaties 
3. Little Orphan Annie for Ovaltine 


All are KNX features—between 5:00 and 7:00. 


“THE VOICE OF HOLLYWOOD” 


John Blair & Co., National Representatives 


Ford Declines 4 
To Attend New 
Washington Meet 


Washington, D. C., Nov. 14.—Edsel 
Ford, president of the Ford Motor 
Company, has declined an invitation 
to be present here Dec. 9 at a con- 
ference “to discuss industry’s most 
pressing problems and plan for their 
solution,” in a letter made public here 
at the office of Industrial Coordinator 
George L. Berry. 

Letters of invitation have been 
sent to 5,322 management and labor 
leaders. 

The younger Ford declared that the 
“experience and counsel of the Ford 
organization was always at the serv- 
ice of the government,” but, he added, 
“hitherto unquestioning acquiescence 
and not counsel has been asked,” re- 
ferring to previous similar meetings 
of the NRA. 


Reply Urges Reconsideration 


The reply to the Ford letter de- 
clared that no program or precon- 
ceptions would be offered at the Dec, 
9 meeting, and urged reconsidera- 
tion. 

Two questions are mentioned for 
consideration at next month’s meet- 
ing. These are, Mr. Berry said: 

1. Does industry in the United 
States want legislation “for preserv- 
ing to the Nation such social and eco- 
nomic advantages as were gained 
through previous emergency enact- 
ments?” The quotation is from a 
speech by the President. 

2. What further steps, in indus- 
try’s judgment, need to be taken as 
“the best means of accelerating in- 
dustrial recovery and eliminating un- 
employment?” 

Mr. Berry declares that the first 
question involves the possible enact- 
ment of new NRA legislation, while 
the second “raises the vital long- 
range problem of placing the indus- 
trial and economic life of the nation 
on a more stable basis.” 
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NEW YORK 
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Staying at this 
modern 32 
story hotel assures you of a 
pleasant visit It is just across 
from The Waldorf-Astoria. 
Only 3 minutes from Grand 
Central Terminal and Radio 
City. 

As a Shelton guest you are 
privileged to use the swim- 
ming pool, gymnasium, sola- 
rium, roof garden, library..at 


no extra charge. 
‘3 
daily 


ROOM&BATH from 


LEXINGTON AVE. at 49th ST., N.Y. . 
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ADVERTISING AGE 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


PRIDO SUPPLIES A KNOCKOUT PUNCH 


John Morrell & Co., Omaha packers and dog food producers, staged this playful 
bout for 70 sales supervisors in Chicago recently as an introduction of Prido, a 
shortening which is just coming on the market. (Story on Page 24.) 


TRIES NEW POSTER TREATMENT 


—" FUELONLS 


are better 


This 24-sheet for Deep Rock Oil Corporation, Chicago, is one of a series the 
company is using in which no pictorial treatment is used. The prominent use of 
straight copy attracts unusual attention, the company believes. 


EMPLOYES DRESS AS TRADE MARKS 


pees o ak 


When employes of Continental Distilling Corporation and Publicker Commercial 
Alcohol Company, Philadelphia, held their annual costume ball, one of them 
wore a scanty costume as “Dixie Bell," the company's gin, and another was 
“in the bag," the theme which is featuring advertising of Cobbs Creek whisky. 


PHARMACISTS CRY FOR THIS WINDOW DISPLAY 


This phonnacy 
eolizes ts great 
rewonsi billy wher 
entrusted with your 
prescription 


YOUR BOCTOR'S PRESCRIPTION IS VITALLY IMPORTANT 


~¢ nbd i be e Me pharma 
3 


Dur policy 

3 to, hill prescrip 
hons with, drugs of 
the highest purity 


5 pokey ond ogy 
iat] *aperence 


WINTHROP CHEMICAL COMPANY. INC 


This display, created from the pharmacist's point of view, has won such popularity that Winthrop Chemical Company has been 
unable to satisfy all requests for it. The center piece, in sev2n colors, shows the relationship between physician and pharma- 
Adam P. Piret is the Winthrop advertising manager. 


cist in a montage. 


A complete electric kitchen is a part of this spectacular erected for Georgia Power Company on Peachtree Road, Atlanta. 
To heighten interest, the lighting routine starts with a dark board, then a spotlight focuses on the refrigerator, goes off, and 
is followed by similar spotlighting of the dishwasher, range and water heater. William Dunn Studios made this photograph. 


This bronze high relief placque is being 

supplied to class bars and restaurants by 

Calvert-Maryland Distilling Company. 

The motto, "Manly Deeds — Quiet 

Words," wrought wonders for Lord Cal- 

vert in his relations with Maryland 
Indians. 


The advertising department of the du Pont Company played host to members of 
the Advertising Club of Wilmington when the “March of Chemistry" exhibit, 
including displays of Duprene and synthetic camphor, both of which won the bi- 
annual achievement award of Chemical & Metallurgical Engineering, was the center 
of interest. Standing in this photo are: A. L. Ingram, George Powel, Gorman. 
Walsh, Royal Hull, Kathleen Anderson, Walter Farrell, John Eckerd, Jr., Edward 
Munch, Harry Harbison, Murray Matten, William A. Hart, Russell Appelgate, and 
Charles Ribsam. Kneeling are: MacSumner Mullin, Lloyd R. Leslie, Charles 
Walker, Charles Hackett, John G. Craig, J. M. Lazarus, Roscoe Drissell and, 
John C. Saylor. 


GENERAL MOTORS HEAD, AGENT AT AUTO SHOW 


ee 
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Prominent at the preview of the General Motors show at the Waldorf Astoria’ 
early this month were Alfred P. Sloan, Jr. (right), G. M. president, and Mr. and 
Mrs. Arthur Kudner. 
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—besides yourself? 


This true story illustrates the costly 


folly of advertising first, and finding out afterwards 


OME years ago at a leading 
New York theatre there was 
mroduced a play, the theme of 
which concerned a man’s soul, 
progressing through many rein- 
carnations. It was backed by a 
man of wealth, who determined 
that the play would run until the 
public got its. message. 


A $1,500,000 Experiment 


But the people did not care about 
reincarnation. They stayed away 
from the play in droves. Once in a 
while, ona big night, there would be 
tenin the house. Sothe backer finally 
allowed the people to come free. 

After a two-year run, the show 
closed. The verdict of the cash 
register said, “ Reincarnation— 
No Sale.” 

The backer had spent $1,500,000 
on a product that was of interest 
to nobody but himself... a prod- 
uct that never did lend itself to 
advertising in the first place. 


What Interests the Advertiser 
Most Often Interests the 
Consumer Least 


Lord & Thomas never allow an ad- 
vertiser to fall into the costly error 
of assuming that what interests him 
most will interest the consumer most. 


Lord & Thomas advertising never 
starts until we have found out, first, 
exactly what does interest the con- 
sumer most. With this knowledge, 
we lift out the one great Reason- 
Why, and show the consumer in an 
irresistible way why it is in his in- 
terest to buy our product. 

The sales reports of our clients 
are our box-office records—the only 
standard by which to judge sales- 
manship-in-print. 


Winning Reasons-Why Are 
Rooted in the Self-Interest 
of the Consumer 


Every winning Reason-Why, how- 
ever presented, must be solidly 
grounded in the one emotion which 
rings the cash registers for a prod- 
uct—the Self-Interest of the con- 
sumer. And the discovery of these 
Reasons-Why is almost always the 
result of keeping the Consumer 
Viewpoint. 

Every advertiser has that ob- 
jective. But few achieve it, because 
they become engrossed with the 
inside importance of their own story 
or product. 

When applied to even a long- 
established product, however, the 
Consumer Viewpoint produces in- 
valuable results. For example: one 


of our clients manufactures a small 
packaged product, sold practically 
everywhere at a low unit cost. He 
sought a selling idea that would be 
at once new to the public, compel- 
ling and exclusive. 


Matching the Outside Viewpoint 
with Inside Knowledge Reveals 
the Answer 


Working closely with him, and 
matching our outside viewpoint 
with his inside knowledge, the win- 
ning Reason- Why was found. In the 
form of a single manufacturing proc- 
ess—an idea that had always been 
there, awaiting the trained percep- 
tions of men who knew what people 
wanted. Dramatized by true sales- 
manship-in-print, it multiplied sales 
many -fold. 

To take accurate soundings of 
the public’s interests in these com- 
plex times is a special science. To 
convert the public to a product 
through a winning Reason-Why is 
another—one to test the genius of 
a commercial Moody or a Sankey. 

Yet Lord & Thomas have been 
singularly successful in both these 
fields for over 63 years. In the past 
five years of depression alone, we 
have invested in advertising for 


clients the sum of $180,000,000. 


LORD & THOMAS « advertising 


There are Lord & Thomas offices in New York; Chicago; Los Angeles; San Francisco; Toronto; Paris; London 


Whom does your advertising interest 


Each office is a complete advertising agency, self-contained; collaborating with other Lord & Thomas offices to the client’s interest 
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